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Wax Figures that Submerge T heir Identity 
Into the Merchandising Picture 
of an Effective Display 
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Because They Are Made With the One Important Idea 
of Displaying Clothes Well--- 


On Exhibition at the Chicago I. A. D. M. Convention 
Along with Many Other Articles of Display by— 


J. VAL sae Inc. 
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63-65 West 36th Street, New York 


Chicago San Francisco Boston 
204 W. Jackson Blvd. 11 First Street 26 Kingston Street 
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IN THIS ISSUE 


Display that transcends the 
window and the counter is 
described graphically in Lo- 
thar Dittmar’s story of the 
Ernest Kern Co.’s unusual 
sale. He reveals possibilities 
seldom realized. 

How a Baltimore bank 
gained, through window dis- 
play, the confidence of a dis- 
trict that had witnessed sev- 
eral bank failures is related 
by D. C. W. Ward in his ar- 
ticle, “Bank Windows Re- 
store Confidence.” 


That candy displays are ex- 
cellent means of sales promo- 
tion is shown by Thomas W. 
Eaton in “Winning Through 
Candy Displays.” 

National advertisers who 
find it difficult to obtain 
dealer cooperation for win- 
dow tie-ups will derive bene- 
fit from Charles Mueller’s 
story, “Adjust Displays to 
Dealers’ Needs.” 

Charles L. Jones, Jr., gives 
the details of windows fea- 
turing live models that won 
success in his article, “Mo- 
tion Makes the Passer Stop.” 
The displays described re- 
sulted in record-breaking in- 
terest and augmented sales 
for his store. 

That the grocery store can 
multiply sales by carefully 


devised windows is indicated ° 


by C. H. Knapp, whose ex- 
periences are related in “1100 
Per Cent Gainin Soap Sales.” 

Use of the model in dem- 
onstrating the intangibles of 
process and raw. material su- 
periority, origin and location 
is described interestingly by 
Roscoe Good in “The Model 
as an Aid to Selling.” Win- 
dows devised for drug store 
displays are portrayed in 
Mark Hanna’s “Purposely a 
Drug Store Window,” while 
the department store decora- 
tor will find “Hershey Dis- 
plays Pivot on Apparel” very 
interesting. 
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The Decks are Cleared for Action 


NLESS action is taken at the forthcoming con- 
vention of the International Association of Dis- 
play Men that will put new life into the manage- 
ment of its affairs, disintegration, that has already 

begun, will show up to a greater extent. Window display 
advertising and the thousands who are now engaged in carry- 
ing on this phase of merchandising activity need more than 
ever before a live organization that will amply and*aggres- 
sively carry on the aims and purposes of such a noble call- 
ing and one that is becoming of paramount importance in 
the business world. 

Hardly a scant thousand displaymen are enrolled on the 
roster of the association, these chiefly consisting of the 
limited numbers that attend the annual conventions. This 
minority of the profession has kept faith with the associa- 
tion, but it is generally admitted that the association has not 
in turn kept faith with its membership. The International 
Association of Display Men can claim no reason for exist- 
ence if it cannot aggressively assist the display profession 
in a constant program of education, development and pro- 
motion. 

Here we have a group of specialists who have assumed 
a most important place in retailing, whose interests are sail- 
ing at the mercy of a ship without a rudder. 

Through a quarter century of existence the association 
has drifted, unable to carry on properly its aims, functions 
and purposes. It is weak in organization personnel and in 
membership to such an extent that the situation is distress- 
ing. Many of the big men in the profession have sensed the 
need for a thorough house cleaning and their numbers are 
growing. They are now ready to bring about a complete re- 
organization of the association so that a new era of progress 
may be assured. 

The time for action is at hand and it is sincerely hoped 
that the June convention of the association will mark an 
epoch in its history. This can be achieved by adopting a 
constructive platform and then electing the kind of executive 
personnel that will carry on the work fearlessly and unsel- 
fishly. Here is a wonderful opportunity for the big men of 
the profession that will win for them the everlasting grati- 
tude of the thousands engaged in the display field. 


After careful deliberation the following code is sug- 
gested as a guide to the association that will rally together 
a larger percentage of the profession that will make it a 
truly representative body, able in numbers and intellect to 
adequately carry on the work of education, development and 
enlargement, for which there is such an apparent need. 


The Platform That Assures Success 


1. Unswerving effort to construct an organization broad 
enough to absorb and represent all of the groups now 
engaged in the furtherance of advertising and selling by 
display of merchandise. 

2. Development of a progressive and flexible policy to 
promote the advancement of the profession and the increase 
of its membership by aggressive efforts so that the associa- 
tion may be truly representative of the profession. 

3. Broadening the educational department and operating 
throughout the year, to furnish constructve material on dis- 
play in its principal phases, and exploiting display possi- 
bilities to the retailers of America. 

4. A functioning and powerful speakers’ bureau to serve 
local and state bodies and to further the profession through 
contact with gatherings of retailers and advertisers. 

5. Full utilization of debate with representatives of other 
advertising media so that window display may receive its 
proper recognition in all business channels, 

6. Advancement of better lighting projects as a means of 
rendering window and interior display more effective. 

7. Cooperation with all trade publications devoted wholly 
or partly to the field of window display as well as all other 
journals whose columns can prove helpful in promoting the 
interests of the display profession, considering all instru- 
ments of equal value to the organization and affording none 
the distinction of official representation. 

8. Able guidance and management of the association by 
an executive secretary, who shall conscientiously and con- 
sistently carry on the work of the association, paying par- 
ticular attention to membership enlargement and educational 
development, all of which will materially aid in elevating 
the medium of window display in the business world. 
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“SOL” FABRICS 


Keep Pace with the Decorator's lmagination noune 


Stein 
Mr. 


HERE is possible no conception, no display treatment, no matter 

how bizarre or different, that cannot be effectively created with 

“Sol” Fabrics, because of their wide range and variety in plain 
and beautifully designed effects. 


For an elaborate background or a simple drape you will find versatile 
“Sol” perfect. Its lustrous fast colors, graceful weave, indomitable wear- 
ing qualities and low price,-insure displays of unrivaled beauty at sur- 
prisingly little cost. , 


In 36 guaranteed fast colors, imported “Sol” Fabrics are loomed and 
dyed by England’s ablest weavers. A house renowned for the excellence 
of its fabrics for over one hundred years. If, for any reason whatever, 
“Sol” Fabric fades, we will not only replace the material, but refund all 
actual labor costs as well. 


We wish to emphasize our prompt service in delivery. A complete stock 


of every color and width insures our customers immediate shipments. 
Your satisfaction is our greatest concern. 


Samples and color chart upon request. 


S. M. HEXTER & CO. 


Sole Owners 


CLEVELAND, OHIO 


New York Office: 1140 BROADWAY 
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‘Chicago Beckons to Display Men 


The I. A. D. M. 29th Annual Convention, June 14-17, Presages the 
Most Successful Conclave in the History of the Display Profession 


HEN the twenty-ninth annual convention of the 
International Association of Display Men is 
rapped to order by President Joseph Chadwick, 
June 14, the largest and most far-reaching in 
consequence of the long chain of yearly gather- 
ings will get under way. Meeting at the Hotel 

sherman, Chicago, Ill., the most prominent members of the 

window advertising fraternity will engage in a four-day ses- 
sion in which the experience and dexterity of a long array 
of talent will be exploited. 

All indications point to a memorable assembly in which 
policies largely affecting the future growth and effectiveness 
of the association will be determined. The committee in- 
trusted with the afmfangements for the convention have 
labored faithfully anf®have practically completed all prepa- 
rations. All exhibition space has been reserved, which indi- 
cates the intense interest of the display manufacturers allied 
with the display profession. 

In the three weeks that remain till the date of convening, 
officers and convention committees will make herculean 
efforts to insure the presence of those who have not yet 
settled upon attendance. As an extra incentive to this ele- 
ment, a number of the most successful members of the pro- 
fession have been induced to reveal their methods in a series 
of interesting .demonstrations, which will be interspersed by 
addresses by advertisers, merchandisers and display artists 
of national importance. 

According to W. A. McCormick, chairman of the Conven- 
tion Committee, the manufacturers’ exhibit promises to excel 
anything shown at previous conventions. All available booth 
space was sold out early: 

“Both convention hall and exhibit hall are very well 
planned for convention purposes The Grand Ballroom will 
be used for the convention, and the demonstration hall is a 
commodious room and very well ventilated, which will insure 
comfort to those attending. 

“The educational features of the convention comprise some 
of the. ablest speakers in the mercantile world, and the 
demonstrators are of a like caliber.” 

R. B. Twyman, chairman of the Program Committee, an- 
nounces that Joseph M. Kraus, advertising manager, A. 
Stein & Co., Chicago, will deliver an inspiring address. 
Mr. Kraus is the president of the Window Display Adver- 








W. L. Stensgaard, First Vice-President 








Joseph Chadwick, President 


tising Association, and will have a message of importance 
to windowmen who have visualized the relation of the win- 
dow to national advertising. ae 

Officers of the association are unanimous in their asser- 
tion that the 1926 convention will excel its predecessors in 
every respect, and are optimistic in their estimates of at- 
tendance. 

First Vice-President, W. L. Stensgaard, is particularly 
hopeful. He says: 

“The twenty-ninth annual convention of the International 
Association of Display Men is now only a few weeks distant. 
I am certain that we are all anxiously awaiting for the 
hour of this grand and glorious meeting again. It is the event 
among displaymen that no doubt is most important on the 
calendar; it is the time when we all get together and renew 
acquaintances, rejuvenate our ideas, and recharge our energies 
for another year of progress. 

“No doubt to those who have been affiliated: with the 
I. A. D. M. since its birth is the growth of the organization 
most vividly pictured. However, to those of us who have 
been affiliated with it for fifteen years and less are memories 
of conventions that are only small meetings as compared 
to the conventions staged now. 

“This comparison alone is worth consideration. It shows 
the growth of the profession and the industry. It offers us 
food for thought as to how we may expand in the next few 
years provided we keep up with our opportunities. It is not 
a matter of forging our way now—it is a matter of keeping 
pace with our opportunities. The present-day methods of 
merchandising require modern display; it is now considered 
a valuable selling medium. There is no question in the mer- 
chant’s mind as to the value of display; it is now a problem 
of the most efficient application of display methods. 

“I sincerely believe that every displayman interested in 
his own welfare and his progress should be among those 
present at the twenty-ninth I. A.D. M. convention in Chicago.” 

R. O. Johnson, contest clerk of the convention, is work- 
ing hard to obtain photographs of the outstanding displays 
of the year and plans to have 3,000 to offer the delegates. 
In conveying his greetings to the oncoming groups of repre- 
sentatives, he says, “Let ’em come!” 

“First we want the pictures, and then we expect you to 
come to help make the Chicago convention of the I. A. D. M. 


Harry Hoile, Treasurer 













the largest and best ever. We are all working hard to sur- 
prise you from start to finish and send you on your way with 
the words, ‘Chicago Knows How to Put on a Convention.’ 
Here's for a big time.” 





R. B. Twyman, Chairman, Program Committee 


There will be a royal welcome for every visitor, whether 
veteran “conventioner” or “raw rookie.” The Chicago Dis- 
play Club in its entirety is assuming this task and has been 
marshalled under Dallas M. Schultz, Elgin, Ill, and five 
assistants, including E. F. Jantz, A. G. Clarke, J. H. Mar- 
shall, G. L. Hermonson and Oliie J. Janes. Mr. Schultz is 
confident that his “glad-handers” will set all the pilgrims at 
ease. “The Chicago. Club, the committees and all those 
affiliated with the organization and arrangement for the con- 
vention have worked hard,” he declares. “They have put 
forth every ounce of effort to bring before you at this time 
the best convention, the best program and the finest enter- 
tainment that has ever been offered at any previous con- 
vention. The best has been chosen through the good and 
thoughtful care used in selecting those who are to demon- 
strate at the convention and to thus insure a 100 per cent 
educational program. 

“We want you to come to Chicago. We invite you to 
come to the convention, and we further guarantee that you 
will be more than repaid for your coming here in June. As 
chairman of the Reception Committee I ktiow that we will 
do our part in trying to make your visit with us a real 
pleasant and enjoyable one, and one that will linger long in 
your memory.” 

Equal confidence is voiced by F. G. R. Lacey, Toronto, 
second vice-president, who will lead a contingent of enthu- 
siastic Canadians to the gathering. “Every officer and mem- 
ber of the I. A. D. M. is on his toes as a booster for the 
big convention in Chicago,” he declares. “There is inspira- 
tion in numbers—there is enthusiasm in the crowd—the 
greater the assembly of delegates, the greater the benefit to 
all interested. Good Old Canada will be there with a repre- 
sentative delegation ‘to give and to get.’ Let us adopt the 
Chicago slogan, ‘I Will,’ for the success of the 1926 I. A. 
D. M. convention.” 

National Treasurer Harry W. Hoile, Oklahoma City, 
speaks in similar vein: 

“What is the biggest event you have ever attended? Think 
it over. On July Ist, ask yourself the same question; see 
if your answer will not be, the Chicago convention of the 
I. A. D. M. I have no doubt that it will. This is not the 
first or the second time that the convention has been held in 
this great city. There are several reasons why a convention 
in Chicago at this time will surpass all preceding conven- 
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tions. In the first place, this city has the advantage of being 
centrally located. It is also the home of several large manu- 
facturers dealing in window display equipment of every 
description. 

“You will find that when you are at this convention that 
the best men in the profession are the best mixers—the ones 
who are always eager for suggestions. Come to the Chicago 
convention, mix with them, and help your fellow-displaymei 
and give them the opportunity to help you. It bids fair to be 
the liveliest and most profitable convention yet held.” 


OFFICIAL PROGRAM 
Monday, June 14 
Forenoon 


8:00 to 10:30—Registration and inspection of Manufacturers’ 

Exposition; band concert. 
10:30—Call to order by President Joseph Chadwick, St. Louis, 

Mo. Singing of “America” and “God Save the King.” 
10:45—Invocation by Rev. Geo. H. Thomas, St. Paul’s Epis- 

copal Church, Chicago. 
11:00—Address of welcome by Frances X. Busch, Corporation 

Counsel, Chicago. 
11:15—Response by J. H. Richter, display manager, The Fair, 

Chicago. 
11:30—Appointment of committees; announcements; official 

photograph of convention; adjournment for lunch. 

All I. A. D. M. officials, including convention committees, 
Board of Directors and Executive Committee, will lunch to- 
gether in the College Inn, Hotel Sherman. 

Afternoon 
2:00—Address, “Today’s Vital Need in Window Display,” by 
Jos. M. Kraus, president, Window Display Advertising 
Association, and advertising manager of A. Stein & Co., 
Chicago. : 
:30—“The Value of Our New Educational Department,” by 
W. L. Stensgaard, first vice-president, I. A. D. M.; Stere- 
opticon Slides of Super-Displays by L. A. Rogers, secretary 
and educational director, I. A. D. M. 
:00—Live Model Draping of Yard Goods for the Champion- 
ship: Window No. 1, Dan Hines, M. L. Parker Co., 
Davenport, Ia.; Window No. 2, Dallas M. Schultz, Joseph 
Spiess Co., Elgin, Ill.; Window No. 3, W. Z. Coy, Miller, 
Rhodes & Schwartz, Norfolk, Va. 
3:30—Question and Answer session. 
:00—Joint meeting of Executive Committee and Board of 
Directors; secretary's report; educational director’s report; 
treasurer's report. 


to 


Ww 


> 


Evening 
8:30—Display Men’s Frolic, Tiger Room, Hotel Sherman, 
compliments of Merchants’ Record and Show Window. 
Tuesday, June 15 
Forenoon 
9:00—Inspection of Manufacturers’ Exposition. 
10:00—Address, “The Twelve Major Points of Window Dis- 
play,” by William Nelson Taft, editor Retail Ledger, Phila- 
delphia, Pa. 
10:30—Visit of inspection for displaymen who specialize on 
men’s wear to Wilson Bros., Concentration Avenue. 
10:30—Demonstration, “Novelty Electrical Effects for Display 
Windows” by Carl Balcomb, Peoples Light Co., Davenport, 
Iowa. 
11:00—Live Model Draping’ of Yard Goods for Champion- 
ship: Window No. 1, Ed Rose, Foley Bros. Dry Goods 
Co., Houston, Texas; Window No. 2, J. H. Everetts, 
Diamond Bros., Inc., Kansas City, Mo.; Window No. 3 
Ellsworth H. Bates, Block & Kuhl Co., Peoria, III. 
12:00—Adjournment for lunch and inspection of Manufac- 
turers’ Exposition. 
Afternoon 
2:00—Address, “The Way to Elevate Our Worthy Profes- 
sion in Deeds, Not Talk,” by L. F. Dittmar, The Ernst 
Kern Co., Detroit, Mich. 
2:15—Demonstration, “Novelty Live Model Drape,” by E. J. 
Berg, B. Nugent & Bros. Dry Goods Co., St. Louis, Mo. 
2:30—“The Bridal Procession,” featuring live model drapes 
of bridal creations, by Herman Frankenthal, B. Altman 
& Co., New York City. 
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:30—Demonstration: Window No. 1, Shoes and Hosiery, 





by Everett W. Quintrell, The Elder & Johnston Co., Day- 
ton, Ohio; Window No. 2, Handkerchiefs, by M. H. Luber, 
The Killian Co., Cedar Rapids, lowa; Window No. 3, 
Lingerie, by Frank Kiala, Thompson Belden & Co., Omaha, 
Nebraska. 


:00—Question and Answer session. 
:30—Joint meeting of Executive Committee and Board of 





Dallas M. ‘Schultz, Chairman, Reception Committee 


Directors; nomination of officers for ensuing year; read- 
ing of invitations for 1927 convention city; discussion of 
Il. A. D. M. affairs. 

Evening 
00—Stag party, Grand Ball Room, Hotel Sherman; com- 
pliments of Chicago Display Equipment Manufacturers’ 
\ssociation. 

Wednesday, June 16 
Forenoon 


9:00—Inspection of Manufacturers’ Exposition. 
10:00—Address, “The Importance of the Display Manager,” 


by Chas. E. Wry, executive director, National Association 
of Retail Clothiers and Furnishers, Chicago. 


10:30—Competitive Demonstration of Men’s Neckwear, spon- 


sored by the Associated Men’s Neckwear Industries, New 
York, featuring “Fathers’ Day” Displays (Group No. 1): 
Window No. 1, A. P. Gwynn, Meyer Greentree, Richmond, 
Va.; Window No. 2, Robert E. Haynes, A. May & Sons, 
Grand Rapids, Mich.; Window No. 3, Ray V. Holmes, The 
Schmitz & Shroder Co., Detroit, Mich. 


11:00—Address, “Why the Display Man?” by Wm. H. Hinks, 


L. S. Donaldson €Co., Minneapolis, Minn. 


11:30—Competitive Demonstration of Men’s Neckwear, spon- 


sored by the Associated Men’s Neckwear Industries, New 
York, featuring “Fathers’ Day” (Group No. 2): Window 
No. 1, C. M. Shrider, The A. E. Starr Co., Zanesville, 
Ohio; Window No. 2, W. Yeager, Griesheim’s, Blooming- 
ton, Ill.; Window No. 3, Steve Allan, Woolf Bros., Kansas 
City, Mo. 


12:00—Adjournment for luncheon and inspection of Manu- 


to 


tN 


dR 








tacturers’ Exposition. 
Afternoon 


:00—Address, “Analyzing Display Possibilities,’ by W. L. 


Stensgaard, display manager, Stewart-Warner Corp., Chi- 
cago, and first vice-president, I. A. D. M. 


:15—Demonstration: Window No. 1, Draping Men’s Tailor- 


ing Materials, by Harry Levey, Chicago; Window No. 2, 
Yard Goods, by C. R. Scott, The Fair, Chicago; Window 
No. 3, Bathing Suits, by J. M. Gilbert, Rosenthal’s, Beau- 
mont, Texas. 


:30—Demonstration: Window No. 1, Draperies, by James 


Murray, The Boston Store, Chicago; Window No. 2, Ho- 
siery, by R. H. Logenbaugh, The Eagle Stores, Chicago; 
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Window No. 3, Wash Goods, by Edward Daughdrill Tubbs, 
The Rieke Co., Paducah, Ky. 


:00—Live Model Draping of Yard Goods for the Champion- 


ship: Window No. 1, Ludwig Fruhauf, Allen W. Hindel 
Dry Goods Co., Wichita, Kansas; Window No. 2, C. G. 
Benedict, Younker Bros., Inc., Des Moines, lowa; Window 
No. 3, K. H. Mattern, Chicago. 


:30—Demonstration, Men’s Underwear, by J. H. Marshall, 


The Boersma Co., Chicago; demonstration, Small Wares, 
by Wm. S. Norman, The Froug Co., Inc., Pine Bluff, Ark. 


:00—Election of officers; vote for ‘next convention city. 
Evening 
:00—Annual banquet, Rainbo Garden; final live model 


draping for the championship; announcement of election 
results. 
Thursday, June 17 
Forenoon 


9:00—Inspection of Manufacturers’ Exposition. 


10:00—Address, “Show Window Illumination,” by A. C. Dick, 


manager, Illumination Bureau, Westinghouse Lamp Co., 
New York City. 


10:30—Demonstration: Window No. 1, Men’s Wear, by H. 


W. Weaver, F. G. Clayton Co., Detroit, Mich.; Window 
No. 2, The Use and Misuse of Artificial Decoratives, by 
J. Duncan Williams, advising window display councelor 
of National Association of Retail Clothiers and Fur- 
nishers, Chicago; Window ,No. 3, Linens for the June 
Bride, by Edward E. O’Donnell, Sisson Bros.-Welden Co., 
Binghamton, N. Y. 


11:00—Demonstration: Color and Color Harmony, by Ben- 


jamin J. Marshall, Western Grocer Co., Marshalltown, Ia. 





R. O. Johnson, Contest Clerk 


11:30—Demonstration: Window No. 1, Hosiery and Shoes, 


by Al Neverdahl, The Leader, Minneapolis, Minn.; Win- 
dow No. 2, “Show Card Stunts,” by B. A. Rainwater, St. 
Louis, Mo.; Window No. 3, Yard Goods, by R. Leo 
Hawes, Abe C. Levi Co., Louisville, Ky. 


12:00—Adjournment for luncheon and inspection of Manu- 


w 


facturers’ Exposition. 
Afternoon 


:00—Demonstration: Card Writing, by Howard W. Wat- 


son, Star Clothiers, Hutchinson, Kansas. 


:30—Demonstration: Drapery Carnival, by John C. Taylor, 


Akers & Co., Murphysboro, IIl.; demonstration, Ready-to- 
Wear, by Val Thomas, J. W. Thomas Co., Minneapolis, 
Minnesota. 


:00—Demonstration: Hosiery, by H. H. Peeling, Adler & 


Childs, Inc., Dayton, Ohio. 


:00—Closing of 1926 convention; final meeting for 1926 of 


Executive Committee and Board of Directors; closing 
up of old business; new business; installation of officers. 
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Huge Cutouts Lend Pomp to Sale 


Atmosphere of Pageantry Given Kern Co.’s “Founders’ Month” 
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Through Mammoth Artifices of Store’s Displaymen 


By LOTHAR F. DITTMAR 
Display Manager, Ernest Kern Co., Detroit, Mich. 


LL the pomp of pageantry was revived at 

the recent celebration of “Founders’ 

Month,” an annual sales event with the 

Ernest Kern Co., during which tribute 

is paid to the monumental figures of 

American Industry and Commerce. To the stentorian 

appeal voiced to the people of Detroit by the metro- 

politan press was added the gala touch of the banner 

and plaque stamping the towering Woodward Avenue 

trade center which the Kern Co. has developed as 

the heart of the movement which had dedicated an 

entire month to the glorification of the pioneers and 
geniuses of trade and discovery. 

The sale was preceded by two days of press 
bombardment, during which the unusual character- 
istics of the event were heralded in huge advertising 
displays. But on the shoulders of the store’s display 
manager was placed the burden of creating the at- 
mosphere to fulfill the promises of sensationalism 
broadcasted by the printer. The manner in which 
this obligation was met should be of interest to the 
retailers generally because of the degree by which 
the windowman’s work is exalted beyond the cus- 
tomary backgrounds and drapes, and enabled to find 
expression in gigantic arrangements, infrequentely 
attempted. 

Along the entire front of the store and its adja- 


cent annex stretches a long canopy, conspicuousiy 
utilized when the display program was shaped. Over 
the whole length of this was erected a series of huge 
cut-outs supporting likenesses of the “founders,” and 


themselves depicting incidents from the achievements | 


of these leaders. All these were in turn linked up 
by festoons with an enormous plaque of plaster sus- 
pended in the center of the store front. This orna- 
mental centerpiece, duplicated in a somewhat smaller 
piece used on the annex, bore a reproduction of the 
store, and the picture of Ernst Kern, Sr., founder of 
the Kern Co. The ten spectacular pieces were flooded 
during the evening with illumination, producing a 
spellbinding effect. 

To retain popular interest during the extent of 
the protracted sale, the windowman was compelled 
to change his “copy” almost as frequently as the 
advertising writer. Every third day new sets went 
into the windows. No effort was made to resort to 
“stacking.” Attention was focused on a few pieces 
and skilful arrangement made the chief element of 
attraction. 

Satin backgrounds in tan, to which were appended 
plaques carrying portraits of the “founders” com- 
manded notice and supported the merchandise ap- 
peal of the exhibits. Ornamental frames of gold, 
green and black were used to set off the plaques, 






























A Sector of the Store Front Showing Plaques Linking Displays With Large Outdoor Cut-outs 
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which were oil paintings reflecting a high degree of 
artistic value. Special show cards linked up the 
offerings with the historical theme underlying the 
sale. 

In the minds of the busy workers of Detroit the 
results of this enlargement of the field of display 
is believed to have made a greater impression than 
any other advertising device employed. As far reach- 
ing as the savings made possible by the sale may have 
been, and the energy used to bring its recurrence be- 
fore the public, it was the clinching, interest gripping, 
and unescapable display that centered the buyer’s at- 
tention on Kern’s, and irresistibly gravitated him 
toward the store. In this respect, at least, it sig- 
nalizes a significant advance. 





OKLAHOMA DISPLAYMEN ELECT OFFICERS 


E. H. Lisle, display manager, McEwen-Halliburton Co., 
Oklahoma City, Okla., heads the organized window men of 
the vicinity as the result of the last club election. He will 
be assisted by an able group of officers. C. E. Batchelor, 
Pettee’s, was chosen as vice-president, and Fred Powers, 
McEwen-Halliburton Co., is the new treasurer. The mem- 
bership committee will consist of L. L. Wilkins, Kerr Dry 
Goods Co.; Charles H. McMahan, Rosenthal’s, and O. L. 
Baxter, Kerr Dry Goods Co. Victor A. Sellers and Claude 
Storm comprise the program committee. The club’s annual 
ball, held at the Sorosis Club, April 26, proved a huge suc- 
cess and attracted a record-breaking attendance. 





PYRALIN ANNOUNCES WINDOW CONTEST 


Makers of “Pyralin” toiletware acknowledge the efficiency 
ot window advertising in a contest which is designed to 
stimulate spring and summer business. With May and June 
and attendant graduations, weddings, and similar events at 
hand, these manufacturers are entering the field with a new 
“utility container” for their products, taking the form of 
vani-v cases, overnight bags, suitcases, hat boxes and serving 
trays. To enable retailers to cash in quickly on this mer- 
chandise they are promoting a window contest with prizes 
totaling $225, Full details can be obtained from the Mer- 
chandising Service Department, Du Pont Viscoloid Co., 330 
Fifth Avenue, New York City. 
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Left, View of the Kern Store, Showing: Massive Displays on Walk Canopy; Right, Unit Extolling Work of “Founders” Honored 


DIXIE ORGANIZATION CAMPAIGN LAUNCHED 


NITIATIVE in a big campaign to create a repre- 
sentative movement of Southern displaymen has 
been taken by the Memphis Displaymen’s Club, 
which is taking the lead in an attempt to solidly 

organize the members of the craft in the southeastern states. 

The campaign committee chosen by this body has cir- 
cularized 1,500 displaymen, urging their affiliation with the 
organized groups of the craft in the district and stimulating 
interest in the International Association convention, to be 
held in Chicago in June. 

The display profession has, in many instances, been 
greatly abused. This condition must be corrected, as the art 
of display advertising is a highly dignified vocation that de- 
serves greater rewards. We must, therefore, avail ourselves 
of every opportunity to combine our strength and cooperate 
in every way possible to attain greater recognition and bet- 
ter conditions. 

In keeping with this project as means of developing 
morale, it is planned to take a large “Down in Dixie Dele- 
gation” to the convention. If you are going to attend this 
convention, you should join this delegation, as reservations 
have been made at the Sherman Hotel to provide accommo- 
dations for the “Down in Dixie” delegation. The delegation 
will have practically an entire floor to themselves as well 
as their own headquarters. 

Reply mailing cards have been sent to all of the men 
circularized and these should be sent back promptly. 





BLOOMINGTON CLUB ELECTS OFFICERS 


W. W. Yaeger, display manager, Griesheim’s, was chosen 
by the Bloomington (Ill.) Display Men’s Club as its chief 
executive for 1926. The election named Paul L. Wertz, for 
vice-president, with R. B. Cox as secretary and L. Sigler 
as treasurer. ’ 

The new Board of Directors consists of L. Henniger, 
C. C. Bargers and L. P. Smith. Secretary Cox reports that 
the new administration is planning to make the coming 
season one of interest and benefit to all of the members and 
that a number of programs and entertainments are projected. 





JOINS STAFF OF LITHOGRAPH COMPANY 


Millard Taylor, for the past two years in charge of win- 
dow display and general art work for the Union Trust Co., 
Cleveland, O., has joined the staff of the-Morgan Lithograph 
Co., in that city. Harlan D. Farnam has been appointed 
to succeed Mr. Taylor. 
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Bank Window Restores Confidence 


Baltimore Financial Institution Creates Good-Will in Wary 
Community Through Curiosity Created by Its Displays 


By D. C. W. WARD, JR. 
Display Manager, Farmers & Merchants National Bank, Baltimore, Md. 


HE completion of the “uptown” office of 

the Farmers’ and Merchants’ National 

Bank of Baltimore, presented a clear view 

front window which has proven veritably 

the voice of the bank, although possi- 

bilities of speaking through it to thousands of neigh- 

~ borhood residents and general passersby was not 

immediately perceived. In the beginning the window 

was merely a sheet of plate glass showing in gilt leaf 

the names of officers and directors. Later a window 

base and platform, five by three feet, were added, and 

with the gilt lettering banished the window has for 

the last two and one-half years offered displays per- 
tinent to the banking business. 

With the success of our uptown window displays 
in mind, upon adopting plans in 1925 for our down- 
town office, we decided to develop the feature more 
fully at this new office. Therefore, two display win- 
dows, ten by four feet, were constructed, well fur- 
nished and paneled, with hardwood floors, adequately 
lighted, having spotlight and floor plug equipment. 
Retaining one window at the “uptown” office for our 
own displays, the other window at the “downtown” 
office has been, thus far, at the disposal of our cus- 
tomers for the exhibition of their products. We 
offer the space for a period of one week, bearing the 
expense of lighting and of electricity when needed 
for mechanical devices used. 

The inauguration of the customer’s window arose 
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Typical “Depositor 





s Window” Showing Miniature Automobiles and Garage Models Used by Taxicab Co. of Baltimore 


from the need for creating favorable sentiment. At 
the time our “downtown” office opened that section 
of the city had suffered a heavy loss through the 
failure of three private banks. The community had 
lost faith in banks, and while this condition existed 
we had to preach good-will and confidence. This was 
our biggest problem and our windows proved our 
greatest assets. We placed them at the disposal of 
our largest concerns, merchants, manufacturers and 
public utility corporations, stipulating merely that 
the exhibitor mention in his display that he was a 
depositor. As prospective customers passed and were 
convinced of the caliber of our depositors, we hoped 
they would conclude, “If so and so deposits there, the 
bank is good enough for me.” We experienced no 
trouble in “selling the idea.” In one instance, our 
president called on one of the public utility corpora- 
tions of Baltimore and inside of half an hour their 
advertising manager was on the premises acquiring 
detailed information regarding window space. 

We have found it advisable to change all displays 
once a week, as it results in interested “watching” for 
“this week’s attraction.” Depositors go to a great 
deal of time and expense to produce attractive dis- 
plays and seem very grateful for the opportunity of 
using this mode of advertising. 

The Taxicab Co. of Baltimore lighted the minia- 
ture stations as well as the tiny autos used in a dis- 
play that attracted hundreds of people. The record- 
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breaker was the display of the United Railway & 
Electric Co. The exhibit included a moving picture 
requiring five, minutes to screen. The display was 
placed about four o’clock, and at eight the pressure 


‘of the crowd gazing on the display was so great that 


the giant sheet of thick glass, ten by ten: feet, gave 
way. Next day it was replaced and the show con- 
tinued for a week with large audiences. The Balti- 
more & Ohio Railroad Co., advertising their service, 
included an electrical mechanical device representing 
a train. The train apparently was traveling at high 
speed and there were very few persons who passed 
without stopping to absorb the effect of the illusion. 

The bank’s novel policy aroused public curiosity. 
The man in the street could not understand why the 
bank placed all sorts of commodities in its windows. 
In his attempt to solve the riddle he unconsciously 
aided us through verbal advertising. 

Estimating the effect of our own displays we know 
that our windows have brought us business. As an 
illustration, the writer was opening new accounts for 
two depositors one Saturday evening. From the oppo- 
site side of the street these two gentlemen had seen 
a window displaying gas-filled balloons rising about 
fifteen inches from the window floor. Curiosity had 
caused them to investigate the purpose of the balloons 
and they admitted that this approach had brought 
them to the new account window. We have heard of 
other occasions where displays have been direct means 
of securing new business. 

The display of the old umbrella and rubber shoes, 
with a card, “Is This All You Have for a Rainy 
Day?” is old but effective. We heard more comment 
on this showing than any other. When the skywriters 
were operating in Baltimore least year we carried 
out the same idea in our windows by using a back- 
ground showing a’small aeroplane emitting smoke, 
spelling “Save.” One of our displays on safe deposit 
boxes showed a thief in effigy. A small spotlight was 
turned on it, and, the background being entirely black, 
made an effective display. A card read, “This Fellow 
Has No Chance at Your Valuables if They Are Safe 
in Our Vault.” We borrowed: from one of our friends 
a moving picture of a burning house which was very 
realistic and used this in connection with a safe de- 
posit exhibit. We have found window displays very 
effective in advertising our travel department, with 
suitcases, traveling bags, steamer blankets, canes, 
umbrellas and travel literature with colored pictures 
of the largest ships, make a very interesting view. 
More could be said concerning displays, but they all 
result in the conclusion that any bank through its 
windows can speak to those who pass by. 

We have endeavored to check the average number 
of persons who stop and look, and found on one occa- 
sion after checking for twenty minutes, that of 120 
persons, ninety stopped. 

We believe in window advertising as a wonderful 


medium for informing the public concerning our de- . 


partmental services. We believe that such advertising 
1s a business builder that should be cultivated and 
encouraged by banks which have branches in the out- 
lying sections of their city. 
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Broadcast From Store Window 


Blare of Jazz Band Sending Melody Out Holds 
Cedar Rapids Throng Spellbound 


HE ancient cry of “Bread and the Circus,” which 
caused the Roman emperors to experience sleep- 
less nights and kept their taxpayers “broke,” has 
its modern paraphrase in the slogan “The Flivver 

and the Radio” understood with remarkable clarity all along 


ee 











Broadcasting From Denecke’s, Cedar Rapids, Iowa 


that “Main Street” which alien critics have been surprised 
to find runs from the Atlantic to the Golden Gate. 

Fifty years ago American workmen labored twelve hours 
a day and had no money for luxuries and no time to enjoy 
them. Now with a shortened workday and the multiplied 
opportunities to spend both time and money in the pursuit 
of pleasure and incidental enlightenment, their offspring are 
trying to make up for all the merriment which their fathers 
missed. 

The spectacle is the thing. Dull monotony is found in 
those customs which elder generations acclaimed as crown- 
ing attainments of an advanced social order. Mr. Store- 
keeper is keeping pace. He realizes that public curiosity 
must be aroused and interest sustained by contributions to 
the unusual and he turns back to the minstrelsy and the 
pageantry of the past to find his inspiration. 

Inspiration is all he can get. Given the idea, he must 
dress it in modern garb, and promote it accordingly. When 
Old Timotheus smote his lyre, he quickened with celesial 
fire the hopes of a world conquering Alexander, but obscure 
“cake eaters” and their shingle-bobbed “Shebas” demand a 
whole jazz band. 

Denecke’s, Cedar Rapids, Ia., brought the jazz artists into 
play as a store asset recently through an alliance with the 
local broadcasting station. Display Manager George H. 
Wagner followed a hunch that radio enthusiasts in his home 
city were more conversant with the methods of reception 
than sending, and decided that he could do his store a lot 
of good by using his principal window as a vehicle for in- 
struction. 

There was to be nothing highbrow about the performance. 
He would simply move a high-class orchestra into the win- 
dow, rig up a microphone, and ask Cedar Rapids to come 
down and see the fun. 

Services of the local station were enlisted and Fred 
Hamm and his “Boss’s Own” orchestra engaged. Arrange- 
ments for proper publicity followed and the novel “window” 
was assured. 

The musicians entered the window promptly at noon and 
for two hours wafted the soothing charms of their strains 
out into the ether. Not all of it, however. Their services, 
abetted by copious advertising, brought out a crowd that 
jammed the sidewalks and streets. While Director Hamm 
and his “eggs,” as window cards had facetiously termed 
them, labored, public interest was so manifest that it re- 
quired nineteen phones to handle calls relative to the pro- 
gram and hundreds of congratulations came in by. wire. 

The public was pleased, store prestige was increased, and 
popular interest in wireless telephony stimulated. 
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Motion Makes the Passer Stop 


Models, Mechanical Effects—Anything Smacking of the Unusual or 
Ouaint—Can Be. Employed Profitably as Window Accessories 


By CHARLES L. JONES, JR. 
Advertising and Display Manager, J. B. Mosby & Company, Richmond, Va. 


OES the movie possess a charm that the 
old panorama lacked? The armies of 
pleasure seekers that pour out nightly 
into the “movie lanes” answer that in- 
quiry with an eloquence that is convinc- 

ing. The “movie” reflects life and mirrors it in its 
most pleasing embellishments. The brighter the back- 
ground, the happier the environment, the greater is 
the appeal of the picture. 

From this circumstance the displayman may de- 
rive a moral. “Window Advertising Makes the Passer 
Buy,” the slogan coined by The DISPLAY WORLD, 
embodies a fact that all who have to do with the dis- 
play end of merchandising readily admit. But there 
is another factor that must be considered these speedy 
days in which we live, and it is the lesson of the 
movie. Applied to our particular field it may be 
phrased, “Motion Makes the Passer Stop.” This 
principle is of the highest importance to the window 
man, for the ability to arrest attention is absolutely 
necessary to give the window genuine effectiveness. 

There is always before the mind of the display- 
man a vital question, “What can I do that will com- 
pel attention to my windows?” The answer is ‘Mo- 
tion.” 

If the national advertisers can afford to employ 
artists of national repute to supply the art for their 
magazine campaigns, why cannot the symmetry of 


C. L. Jones’ Display of Hosiery by Live Models That Took Richmond by Storm and Proved Profitable to His Firm 


the human form, and the benefits of manufactured 
products, pictured by pen and brush, be featured more 
perfectly through the use of live models? With this 
idea in mind, I planned and executed two displays 
that brought us extraordinary interest which was re- 
flected in increased sales. 

A hosiery window first received consideration. In 
this window we employed a very simple construction 
of light framing 1x2 inch material, covered with 
wallboard, finished with ““Textone”’ and then silvered. 
The curtain was of a blue, silk-like fabric lowered to 
within nineteen inches of the floor, revealing the limbs 
of the models as high as the knee. The girls made 
their appearance by coming down three steps from a 
platform leading from the dressing room behind the 
large screen to the right of the accompanying illustra- 
tion. In this way the faces of the model§*were ren- 
dered invisible to the public, and, with fis protec- 
tion, it was an easy matter to recruit models from 
the girls employed in the store. This arrangement, of 
course, held down expense, as we simply let the 
models have the hose they wore during the demon- 
stration, and each was given a pair of shoes. I am 
touching on this strategy simply to show that such 
trim cans can be put on at small cost. 

The results of this window were even better than 
expected, one customer alone buying $40 worth of 
these stockings as the result of attention drawn to 
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the display. The shoe department was also very 
active during the demonstration. 

The other window was a general publicity idea 
to draw attention to the entire store. Again the same 
stage effect was used, the head of the figure appearing 
a: though in a vase. The entire setting was shadow 
ox effect with colored lighting effects playing on the 
sce of the figure. This character was a woman who 
orked in a mechanical fashion, changing the signs 
ised on the front of the vase. This display created 
great deal of attention and was a subject of popular 
liscussion, bringing the name of our store before the 
people generally which was the primary objective of 
our efforts. 

Another trim which I have in mind and hope to 
use in the near future is a negro “mammy,” washing 
clothes made of materials that will not fade. This 
idea has been worked with washing machines, but it 
has been noticed that this does not get proper atten- 
tion, as it seemingly lacks popular interest. The win- 
dow I expect to offer will be a typical backyard 
scene, the laundress actually washing the clothes and 
hanging them on the line. 

There are two facts which I have tested by ob- 

servation that I want to impress on every displayman 
who reads this article: First, this great hurry which 
people seem'to be in these days I have found to be 
more apparent than real, for I notice if what is shown 
them arouses the least interest they have plenty of 
time to stop and look. Secondly, the general public 
is not deeply interested in aviation, fast express trains, 
large ships and colossal monuments. These things 
have become too commonplace to cause comment. 
3ut let us “dig up” the old stage coach or a pirate 
ship and immediately tongues begin to wag and popu- 
lar interest is kindled. The washing machine is fa- 
miliar ; it is associated with the humdrum of. domestic 
life. On the other hand, the battered old tub that the 
“mammy’”’ uses in my display will hark back to a 
day that is gone, and, with its reminiscences of the 
“Old South,” grip the attention of those who pass. 

People are far more concerned about what has 
happened and may happen than they are in the won- 
derful changes that are taking place about them and 
the innovations of the present. For this reason it is 
necessary to give them the things that they are in- 
terested in. 

It is evident that the time has come when simple 
arrangements of merchandise in window displays 
must be enlarged upon. Every live wire, wide-awake 
merchant realizes that he must have attractive win- 
dows ,and the unending array of this type is so gen- 
eral that the man in the street does not expect any- 
thing else. As in any other field, the masses weary 
6! monotony. The unusual wins attention, regardless 
o! merit. As an illustration: If you attended some 
f:netion you would not comment upon the men 
present who had clean collars and shirts, but you 
would not soon forget the brazen few who dared to 
pear in dirty linen or red neckties. I am not advo- 
“ting dirty or improper dress, but I do want you to 
get this point—that at any gathering the people are 
pected to be properly dressed and the fact that 
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they are is not noticed. The same characteristic 
affects window trimming—it has become so attractive 
that the public expects pleasing displays. The moral 
is: If we want attention, we must resort to the 
unusual. 


W. D. A. A. Planning Convention 


Activities of the Association Are Carried 
Forward Steadily 


By FREDERICK L. WERTZ, 
Secretary, W. D. A. A., New York City 


HE bound volume containing the report of the 

1925 convention of the Window Display Adver- 

tising Assoaiation will be ready for distribution 

some time this month. It will contain all the 

addresses delivered at the convention, as well as the delibera- 

tions and discussions and should prove a very valuable hand- 

book on window display. It will be entitled, “Talks on Win- 

dow Display,’ Volume No. 2. Non-members may purchase 

a copy of this repart by addressing the secretary’s office, 8 
West Fortieth Street, New York City. 

The program for research as adopted at the last conven- 
tion of the association is now being carried forward under 
the guidance of Carl Percy, chairman of the Research Com- 
mittee. It will be interesting to many of our members to note 
that our Research Committee has joined forces with the 
Dealers Helps’ Committee of the Association of National Ad- 
vertisers, thus saving duplication of effort and expense and 
insuring the carrying out of a much more complete research 
program on the part of both associations. 

The 1926 convention of the Window Display Advertising 
Association will be held at the Hotel Pennsylvania on October 
5, 6 and 7. We have secured the very finest exhibit space 
in New York City, as the entire roof garden of the Penn- 
sylvania will be given over to this purpose. This roof 
garden is a room about 60 feet wide by 180 feet long, with 
practically solid glass on all four sides. Adjoining the roof 
garden is the Butterfly Room, in which our business sessions 
will be held. 

The chairman of the Convention Committee is Lee H. 
Bristol, advertising manager of the Bristol-Myers Co., and 
those of you who know him will realize that this convention 
is going to be a success. Mr. Bristol has appointed the fol- 
lowing chairmen of committees: General treasurer of con- 
vention, C. G. Munro, Munro & Harford; advertising cominit- 
ee, Clemént H. Watson, J. Walter Johnson Co.; publicity 
committee, Alexis J. Kleberg, Valentine & Co.; program and 
speakers’ committee, F. R. Kingman, Onyx Hosiery, Inc.; 
assistant chairman, Carl Percy, Carl.Percy, Inc.; member, 
F. C. Kenyon, Jr., Congoleum’ Co., Inc.; sale of exhibits 
committee, C. G. Munro,, Munro & Harford; installing ex- 
hibits committee, Francis..D..Gonda,: Einson-Freeman Co.; 
registrations and reservations committee, Allen J. Turner, 
Edison Lamp Works; buyers’ session, P. C. Pfenning, Na- 
tional Carbon Co.; producers’ session, Joseph Potsdamer, 
Ketterlinus Litho. Co.; installation session, _ Samuel J. Ha- 
nick, Reuben H. Donnelly Co. 

Several meetings of the Convention Committee have 
already been held and plans are well under way. 

The Window Display Advertising Association is plan- 
ning to have an exhibit at the Philadelphia convention of 
the Associated Advertising Clubs of the World, June 19 to 
24. This exhibit will consist of three windows ten feet in 
width. These windows will be built up to represent store 
fronts and will be equipped with complete lighting facilities. 

Letters have been sent to national advertisers all over 
the country asking them to submit photographs of window 
displays that have been actually used by their dealers. From 
these photographs three displays will be selected for show- 
ing at the Philadelphia convention. 

This is the first time that an exhibit of this kind has ever 
been planned, and the results should prove very interesting 
and instructive. We are desirous of having as many enter 
the competition for these windows as possible. 
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Beauty Keynote of Cereal Display 


Llebarate Posters Designed to Captivate the Eve Produce 
Sales and Satisfy Demands of Retailer 


By BARNARD CLIFFORD 


Assistant Sales Manager, “Cream of Wheat” Company, Minneapolis, Minn. 


UR experience with window displays as a 
definite part of our advertising program 
is somewhat limited, inasmuch as ‘we 
have only been using this form of pub- 
licity for the past several years. In going 

into this field it seems to us essential that the display 
material be not only effective in increasing the re- 
tailers’ Cream of Wheat sales, but also to be so dis- 
tinctive and attractivee that grocers would be willing 
and glad to use it prominently in their windows. With 
this in mind, we developed a series of six displays, 
using as the subjects some of our original oil paint- 
ings which had been popularized in our magazine 
advertising. 

It may be of interest that we encountered many 
mechanical difficulties in making these reproductions 
faithful to the original art, inasmuch as the window 
display posters are the full size of the original paint- 
ings and required the largest four-color process plates 
ever made. The largest of these designs is 32” x 46” 
and the other five are 26” x 38”. 

To supplement these large oil painting reproduc- 
tions, we use colored store cards and sometimes re- 








Characteristic “Cream of Wheat” Display Showing Unusual Handling of a Commonplace Theme 


productions of our current magazine advertisements. 
From one to three of the large posters, three or four 
store cards, and one or two magazine advertisements 
make up our standard display. 

Due to the expense of our displays, as well as our 
general policy of not sending out advertising matter 
unless it is asked for, we do not distribute this ma- 
terial except upon a definite request from the retailer. 
Of course, it is our job to get these requests and to 
sell the grocer on the value of window displays in 
general and particularly on the value to him of a 
Cream of Wheat window. In this connection we do 
not necessarily specify an exclusive Cream of Wheat 
display, but suggest that other products which are 
non-competitive, and many of which may be used with 
Cream of Wheat, be included in the display. Items 
which we suggest are coffee, milk, sugar, raisins, 
prunes, dates and syrup. 

Thousands of grocers have reported substantial 
increases in sales as a result of our displays, and we 
are firm in the belief that our dealer display coopera- 
tion is a powerful sales stimulator. We know they 
stamp our dealers as the supply source for our product. 
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Spring Style Shows Span Continent 


Spectacular Showings of Seasonal Goods Exhibited to Thousands 
in Gala Events Staged From Coast to Coast 


HE warm spring zephrys and the icy 
blasts which very frequently were their 
substitutes were all alike to merchandisers 
in all parts of Uncle Sam’s domain who 
celebrated spring openings. The urge of 

Easter which impels the gentler sex to cast off the 
drab colors of winter and spruce up in the gay hues 
of reviving nature is not to be despised. It has a 
significance that is made articulate by the merry 
tinkle of the cash register bell. To give it full play 
and to produce its happy sequence for the retailer, 
all the genius of the windowman is called into play 
and at no time is his inventiveness so apparent as 
when spurred by the friendly competition of his 
fellows. 

Spring openings in 1926 recked not of a tardy 
winter which had outlived its welcome. From Maine 
to California merchant associations joined in suc- 
cessful cooperative trade moves to center public at- 
tention on spring garb and accessories. On the east 
coast, Waterbury, Conn., was a conspicuous example. 
Of the “show,” the Waterbury Democrat says: 

“Unmindful of the flurry of snow which fell upon 
them as they viewed the latest decrees of Dame 
Fashion for the springtime season, thousands of 
Waterburians, representative of the buying public of 
this city thronged the streets in the business section 
to witness the greatest effort that has ever been made 
in the initiation of Spring Opening Week. It was, 
indeed, quite an oddity to see thousands of people 
watching a review of what Milady will wear this 
spring—while the snow was falling. 

“Two fashion shows and a dance to which visitors 
were invited to participate free of charge, were 
among the outstanding events of what the individual 
stores had to offer. Thirteen young women, ten of 
them from this city, participated in a beautifully ar- 
ranged showing of spring fashions which attracted 
so many people in front of the Howland-Hughes Co. 
suilding that the street was blocked for some time.” 


An auto parade, headed by the local American 
Legion band, floats bearing the beautifully gowned 
representatives of stores participating, jazz orches- 
tras, costly displays of gems, and live models demon- 
strating hosiery and shoes, were some of the features 
used by the retailers to intrigue popular interest. The 
thousands who jammed their exhibits and packed 
about the store fronts testified to their success. Jack 
Murray, display manager for the Hadley Furniture 
Co., carried off the first prize, while Anthony Ficeto, 
display manager for the Bedford Silk Co., won his 
teath prize in Waterbury competitions. 

At eight o’clock Monday evening, March 15, the 
merchants and displaymen of Spokane dropped the 
window curtains and exposed several of the finest 
exhibits of display work ever shown in the North- 





Prize Fabric Display by Anthony Ficeto, Waterbury, Conn. 


west. The work of the Spokane boys was certainly 
much better in every detail than anything ever before 
presented. The windows with their marvelous color 
effects and arrangement of merchandise showed 
weeks of careful thought and planning. 

Thousands of people thronged the streets to get 
a view of the beautiful windows, while bands, play- 
ing on the streets, gave the whole a carnival air. 

The Spring Fashion Frolic of the Spokane Ad 
Club was conducted at the same time at the Garden 
Dancing Palace, and about fifteen hundred persons 
attended that on the evenings of March 15 and 16. 

About two hundred windows were entered in the 
exposition and contest. The judging was a tre- 
mendous job, but it was very capably handled by five 
persons, who decisions were very fair. 

The five judges were: Charles T. Boyd, Curtis 
Lighting Co., Seattle; C. D. Hulsizer, McCallum 
Decorating Co., Pittsburgh; Otto K. Sieloff, De- 
troit, Miss Mary Pentland Sutton, advertising woman, 
Spokane, and Hervey McCowan, Syverson-Kelly 
Advertising Agency, Spokane. 

The awards for first place and the different lines are as 
follows : 

Best department store window, Palace Store displayman, 
Karl Amdahl; best all-around department store windows, The 
Crescent, J. Allyn Dean; best department store men’s wear 
trim, The Crescent, J. Allyn Dean; best window not in de- 
partment store class, fifteenth century Spanish bedroom set 
by Tull & Gibbs, Cyrus Hawver; best all-around windows 
not in department store class, Davenport Sport Shop, K. S. 
Bush. 

Children’s wear and home furnishings by department store, 
Culbertson’s, George Stevens; women’s wear by department 
store, the Whitehouse, Reed Long; millinery for department - 
store, Blakely’s, Arnold Styff; men’s wear store, Hunt’s, V. 
E. Linden; women’s wear by specialty shop, Lubin’s, E. D. 
Jackson; shoe stores, M. & S. Schulein; florist shops, Eugene’s 
Flower Shop; millinery shop, The Alma Shoppe; confec- 
tioneries, Kronenberg’s, A. T. Lacy; jewelers, The Jewel Box; 
electric furnishing stores, Brown-Johnston Co.; children’s 
and infants’ shops, The Kiddies’ Toggery; furniture, Tull 


& Gibbs, Cyrus Hawver. 
(Continued on page 73) 
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Light vs. Motion In Attraction Qualities 





Luminous Window. Aids Obtain Attention for Goods, a Purpose 
Often Subverted by Action. Devices 


By FRANCIS D. GONDA 


Vice-President, Einson-Freeman Co., New York City 


N the strenuous competition for public at- 
tion, advertisers have been seeking, 
almost since window display became 
more than a rudimentary art, for some 
method by which they could unerringly 

capture the capricious glance of the chance passerby. 
There is so much for the public to see, so numerous 
are the windows that shout for attention, that many 
“users of window displays have felt that they needed 
something in addition to color and form to make sure 
that their displays would be seen. 

Almost the first thing that advertisers turned to in 
order to gain this magic key to the public’s notice was 
the primitive device of adding motion to the display. 
The first object seemed to be to animate the display 
in some way—merely to keep it from being stationary 
—although some advertisers had the intelligence to 
make the motion stimulate the action of the user or 
the device. 

So, about a decade and a half to a decade ago, win- 
dows suddenly came to life in a very epidemic of mo- 
tion displays. Each advertiser vied with all the others 
to see how much activity he could impart to his prod- 
uct. There were eyes that rofled, heads that nodded 
sagely, bulldogs that jiggled up and down while 
pendent from shaving brushes, “tug 0’ war” teams 


that see-sawed back and forth in an effort to rip seams’ 


with the tensile strength of steel, trick locks whose 
mechanism opened and shut—a veritable three-ring 
circus going on in all windows—and with much the 
same effect that a three-ring circus has on its small 
and bewildered beholders. 

Several highly practical considerations soon put an 
end, however, to this hectic era of agitation in dis- 
plays. The first was the excessively high cost of such 
complicatedly motored affairs, limiting their wider 
use. The second was their tendency to get out of 
order at all sorts of inconvenient places and times 
and the consequent difficulties of servicing. The 
third was the hazard of breakage during shipment 
and the constant necessity of making repairs. 

But entirely aside from these considerations, mo- 
tion has definite limitations as an attention getter for 
window displays. Unquestionably, it rates tremen- 
dously high as a means of instantly attracting the 
roving glance. Primitive man learned, when life itself 
depended on it, to react instantly to the slightest stir 
of motion anywhere within his eye range. 

BUT—and this is an enormously big “but’”—the 
first primal reaction to: motion was an unpleasant 
one—that of FEAR. A sudden sound or move within 
the cave man’s perception immediately started his 
adrenals flowing, tautened muscles and bared fangs 
in his attitude of fight or flight. In fact, the main 








Striking Lighted Display for “Bluebird Pearls” 


trouble with motion is that it arouses entirely too 
strong a reaction, that it is likely to attract attention 
to itself, to the exclusion of the story the advertiser 
has to tell. Furthermore, the constant recurrence of 
the motion tends to be distracting and to prevent the 
undisturbed reading or absorption of the sales mes- 
sage, which, after all, it is the sole function of the 
display to convey. 

In contradistinction, there is another attention- 
getting device, primarily adapted from the stage, 
which department store and retail displaymen were 
quick to use, but which manufacturers, for some rea- 
son, were exceedingly slow to adopt. This device is 
the use of light to focus attention on a window dis- 
play. 

Unlike motion, light has a primitively beneficent 
connotation. The sun was worshiped from prehis- 
toric times as a symbol of warmth, fertility and life. 
Its rising was greeted with joy, as was that of its 
paler sister luminary, the moon. And when fire came 
to men, it represented warmth, safety, food, shelter— 
it meant the welcome presence of others of their kind. 
Just watch a babe reach rapturously after the first 
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light it begins to perceive and you will have no doubt 
of our inheritance of the benevolent meaning of light. 

Laboratory tests have established that light has 
much the same attention-getting power as an object 
in motion would have, and it also possesses other and 
far superior advantages for the purposes of window 
display. Unlike motion, it has the tendency of con- 
centrating attention, of focusing it definitely on the 
object or area illuminated. This is the principle upon 
which the “spotlight” of the stage is based. No mat- 
ter how many others are on the stage, the eyes of the 
audience are on the individual or individuals included 
within this circle of light. 








iage 
in atl colors 

















A Glowing Halo Strengthens Hair Net Lithography 


In other words, the difference between light and 
motion as applied to window display, briefly summed 
up, is this: Light is concentration ; motion is distraction. 

In addition, light has a very practical advantage 
in merchandising, the influence of which advertisers 
are only beginning to realize. This advantage is its 
effect in securing night displays. Merchants are 
awakening to the value of selling people in their 
leisure hours, when their minds are most open to 
impressions. They no longer permit their windows 
to stare vacantly and darkly at passersby.. They are 
learning to capitalize the formerly “wasted hours,” 
literally to have their store windows continue to 
“work while they sleep.” 

Moreover, in many industries and lines the eve- 
ning is the most active part of the day for sales, as, 
for instance, in the jewelry trade. The Henshel Co., 
makers of Bluebird Pearls, are a conspicuously suc- 
cessful example of making displays carry a double 
load of merchandising, of getting their dealers’ win- 
dows to work overtime. The display illustrated not 
only provided a strikingly effective and beautiful 
illuminated “stage setting,” but provided a platform 
for the display of the actual product, and likewise 
showed it in use. 

Another instance of making windows work over- 
tine, and, incidentally, of showing how even a 
plumber’s prosaic product can be endowed with fas- 
ciation for the eye, is the Ruud hot water Heater 
display. The illuminated background simulates the 
ruddy, warm glow in the heart of a furnace and 
creates a more dramatic impression of warmth than 
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any mere pictures of boiling water could produce. 

A third and extremely effective display from an- 
other field shows still another striking method of 
using illumination to heighten the attention value of 
window displays—the transparency effect. The Lor- 
raine hair net display illustrated shows a clock face 
of translucent shade cloth illuminated from behind, 
thus dramatizing most effectively the thought of “as 
neat at midnight as at eight o’clock.” 

Finally, we have the double-action display, demon- 
strating that one light can be used for a dual purpose. 
An example of this is the current Larvex display, 
which is being used with great success this season in 
drug stores throughaut this country and Canada. In 
this display, one bulb inserted in a box arrangement 
serves to light up the transparent lens of a magnify- 
ing glass, contrasting the effects of using and not 
using Larvex to mothproof clothing, and also illumi- 
nates the closet from which a woman is shown taking 
out a garment. 

It is to be noted that none of these displays re- 
quired any complicated arrangement of a motor or 
other mechanism necessitating the expert service of 
an engineer to install and keep running. All that they 
needed was the insertion of an ordinary elctric light 
bulb and they were ready for service. Thus, they 
had the added virtues of simplicity of installation and 
universal adaptability, both very important require- 
ments of material planned for mass display. 

The various electric light companies have made 
excellent use of all three methods—overhead, back- 
grounds and transparency illumination. Their dis- 
plays, and the examples given, show how much can 
be done and what progress can be made by adver- 
tisers in this still largely unexploited field of com- 
bining lithography with light. 





ADLER RETURNS FROM EUROPE 

Joseph Adler, president, The Adler-Jones Co., Chicago, 
Ill., has recently returned from an extensive European 
business trip, having spent six weeks in all the leading art 
and industrial centers of the continent, including Paris, 
Frankfurt, Dresden, Munich, Leipzig Fair, Berlin, Ham- 
burg, Sebnitz, Neustadt, Langburkersdorf, Prague and Nei- 
derenseidel. Mr. Adler, when interviewed by a member of 
the staff of The DISPLAY WORLD, was highly enthusi- 
astic over the many decorative creations he was able to 
procure while in Europe and which have been included in 
the fall line of his concern. Many original and unusually 
artistic display decorative, units included in the importa- 
tions, will provide the displaymen of America with the 
properties for distinctively different window effects. The 
Adler-Jones Co. has also secured the exclusive sales rights 
for North and South America of a new line of Yvonne 
Renet heads for millinery displays, these being in the latest 
European mode of bronze and metallic finishes and novelty 
colorings. With this extensive array of European decorative 
novelties the fall line of this concern comprises the most 
complete showing of window decoratives of foreign and do- 
mestic origin. 





USES LIVE MODELS TO DEMONSTRATE COATS 

Twelve live models were used by the coat department of 
the Louis Pizitz Dry Goods Co. Birmingham, Ala., to show 
spring coats dtiting a recent sale. A corner window of large 
dimensions was utilized for the parade, plenty of space being 
afforded for the backgrounds and the twelve models, all of 
whom were local girls, the majority being members .6f»'the 
store staff. 
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Magnet In Brighter Illumination 


Check of Passers Shows Window's Audience Leaps in Number 
With Every Advance in Intensity of Lighting 


By WILLIAM W. AYRE 
The Society for Electrical Development, New York City. 


HIS is not intended to be a technical ar- 
ticle on lighting display windows. Rather 
it will cover some of the reasons why 
scientific lighting, applied to retailing, 
spells success. Therefore, I am going to 

reiterate a number of facts and formulas which may 
have been heard before, but which do not lose any 
of their force by repetition. 

The merchant’s window is an item in his business 
life worthy of all the study and scrutiny which can 
be given to it. It has often been likened to the “face 
of the store,” which tells its story in a graphic, 
blatant, or dull and listless manner. Often it is a 
direct reflection of the character and personality of 
the directing mind behind the business, and certainly 
the public cannot be criticized if it fails to respond 
to a salutation which is hackneyed and lackadaisical. 
This reminds me of a story I heard some time ago. 
A country merchant was playing checkers in the back 
room with a salesman. The doorbell tinkled several 
times and when the salesman asked the storekeeper 
what it was, he said in a low voice, “Hush, it’s merely 
a couple of customers, and, if we keep quiet, they will 
go away.” Many display windows are just about as 
go-getting as that merchant. 

On the other hand, some windows are trim and 
circumspect, but do not indicate to any great degree 
the qualities which a live business man is supposed 
to inherit or develop; that is, the ability to interest 


“Bride Window” by Electrical Supply Co., Fresno, Cal., Enhanced by Proper Lighting 


customers and to induce them to act on that interest 
by entering the store. 

In starting out I intended to make this an article 
on lighting the display window, but perhaps I have 
wandered a trifle ahead. It is well that I have done 
so because the proper lighting of the display win- 
dow is not an end in itself. It is merely a medium 
or instrument whereby the value of the display can 
be heightened, be it good, bad, or indifferent. The 
drawing power of light is evidenced in so many in- 
stances even outside of merchandising applications 
that its efficacy cannot be doubted. We are all fa- 
miliar with the words of the wise man who speaks 
about “moths” which are irresistibly drawn to the 
light of a candle. Throughout the animal kingdom 
light or fire has a hypnotizing influence, and we are 
often told of hunters who draw the attention of 
game by flaming branches and other light-inducing 
agencies. 

But light in the store window is not to be con- 
strued as something which ean be used to misrepre- 
sent or deceive the buyer. It is just the converse be- 
cause the defects of inferior goods cannot be hidden 
if the lighting is good, and quality merchandise is 
merely laid open for closer inspection so that com- 
petent shoppers can appreciate it. 

Modern lighting engineers have developed the 
equipment whereby window displays can be so lighted 
(Continued on page 62) 
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The X-Ray Hippo window floodlight uses the efficient 

500-watt Mazda lamp. A color screen with sheets of 

amber, blue, green and red gelatin is optional equip- 

ment. The Hippo may be used with cord and plug 
to screw in standard socket. 


The “Center Spot Beam” of the 
Hippo has an approximate in- 
tensity of 50,000 c. p., and may 
be focused on any desired object. 


Starthin 1g 
Window 
Effects 


Nothing attracts 
‘attention more 
than LIGHT— 
glowing, radiant, 
powerful LIGHT. 


The No. 88 Hippo 
window floodlight 
with its brilliant beam 
of colored or white 
light quickly draws a 
crowd about the dis- 
play window. 

Every Displayman needs 

the Hippo to put his 
message across! 


CURTIS LIGHTING, Inc. 
1119 West Jackson Boulevard 


CHICAGO 


31 W. Forty-Sixth St. 3113 W. Sixth St. 
New York Los Angeles 
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50.000 Candle Power/ 
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From the Altar to the Honeymoon 


Glamor of Marital Ceremony Caught Up in Series 
of Displays Tokening Nuptial Incidents 


3y ANDREW MATZER 


Display Manager, F. & S. Lazarus Co., Columbus, Ohio 


HE complete story of the “happiest mo- 

ment in a maid’s life’ is told in a series 

of windows created to illustrate our 

readiness for coming June weddings. 

With fidelity to life we pictured the epi- 

sodes of the wedding from the conclusion. of the 

ceremony to the last adieu before the departure on 
the honeymoon. 

The tearful mother and the envious maids of 
honor appeared in the first picture as, with unlike 
emotions, they gazed on the ceremony. Nearby were 
shown two bridesmaids in costumes patterned in the 
vogue of page boys, a style which is now sweeping 


the country. The dresses were made expressly for 
the display as well as the picture hats which were 
part of their attire. 

In the big front window we staged the bride, 
radiant in the splendor of a gorgeous creation of 
rope d’ steel, embroidered in pearl beads. Long, tight 
sleeves, a skirt which swept the ground, and a 
heightened waist line, gave touches of distinctiveness 
to her garb. 

The headdress was fashioned to match, of lace 
with a touch of silver and pearls. Charming little 
flower girls were dressed in exact replicas of the 

(Continued on page 57) 




















Six of the Stately Bridal Windows Arranged by Mr. Matzer 
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SCHACK Invites You 


To See His Exhibit at the I1.A.D.M. Convention, 
Hotel Sherman, Chicago, June 14 to:1/ 


Schack’s Exhibit is always the big 


event and plays an important part in Schack’s New Fall Flower Book 
every I. A. D. M. convention. This Is Ready—lIt’s Free 


, ill command th If you can’t come to the convention, be sure 
rues the display = : . ni and send for Schack’s New Fall Flower Book 
attention of every displayman. Our in four colors, illustrating hundreds of new 


. : decorative ideas for your store and windows. 
representatives will be on hand at all This is the most valuable book of its kind 








times to be of service to you. published. Every displayman and merchant 
needs it. Send for your copy today. 
Don’t fail to visit us. Ask for Book, F.D. W. Do It Now! 
Main Offi d Fact D Sal 
134-140 N. Robey St. CHICAGO @3 E. Adams St. 
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Ps a 
) It Just Sparkles with Originality... Xe 


The New 


SPANISH RENAISSANCE 
DISPLAY FIXTURES 


at the Convention at Booths, Nos. 72 and 73 
that will be ready for your inspection 


Be sure to stop and see these at- 
tractive new fixtures—they’re the 
latest idea in quality display fix- 
tures ... which is natural since they 
are designed and built by ONLI-WA. 


Remember... 


See the ONLI-WA BOOTHS. 
NOS. 72 and 73. 


¥ ; Quality and 
Reg. U. S. Pat. Off Originality 


The ONLIFWA FIXTURE CO. ;- 


srt. PAUL AVENUE Dept. D. W. DAYTON, O. 7 
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Windows That Pyramided Sales of Featured Products for the Rogers Co. 
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1100 Per Cent Gain In Soap Sales 


Southern Grocery Chain Proves Window Advertising Makes No 


HE grocery is no exception to the rule 
that intelligent window advertising is a 
guarantee of increased sales. Why 
should it be? If one-third of the average 
American’s income is spent for food, as 

the statisticians tell us, is there any subject more likely 
to receive careful consideration? The value of a cop- 
per is weighed thoroughly in food purchases and qual- 
ity is appraised with equal thoroughness, for, while 
economy is essential, it cannot safely be bought at the 
risk of impaired vigor or health. 

The L. W. Rogers Co. is one of the large chain 
groups of the South, operating a string of ‘over 200 
stores. The organization is fully awake to the benefits 
born of the selling type of window and is leaving no 
stone unturned in its endeavor to utilize display possi- 
bilities fully. Nor is the company satisfied with 
volume solely. There are so many opportunities for 
bettering business through the medium of the win- 
dow that not all can be grasped, but “Rogers” have 
realized that much benefit can be derived from pro- 
motional effort by which the district in which the 
store operates recognizes it as a convenient supply 
station for well-known brands of high-grade products. 

Palmolive Soap is an item not handled in every 
grocery. It has long been advertised as a skin and 
complexion cleansing agent belonging to a group of 
like nature usually procured in drug stores. It has 
been sold in “Rogers” stores in a rule of thumb 
fashion without arousing significant interest. It re- 
mained for a special “Palmolive” window to demon- 
strate its possibilities. Records were smashed over- 
night in the store where the test window was in- 
stalled. The percentage of increase was remarkable. 
From an average sale of sixty bars a week, chalked 
up before the installation, consumption swelled up- 
ward until at the end of the week, when totals were 
computed, it was found that seven and a half cases, 
or 750 bars, had been sold, an increase of 1,100 per cent. 





Distinction Between Business in Conferring Benefits 


By C. H. KNAPP 
Display Manager, L. W. Rogers Co., Atlanta, Ga. 





In other words, by the aid of this window more 
Palmolive soap was sold in one day than the store 
had previously sold in a week. This is a tangible 
tribute to the carefully planned and well-executed 
window. 

Considering the fact that the window display was 
really a simple one and took but little time to pre- 
pare, and required but a few cents for material, the 
results that accrued through its use paid wonderful 
dividends on the labor and money spent. 

When it is realized that soaps, and particularly 
medicinal and toilet soaps, constitute but a minor 
factor in the grocery trade, the accomplishment is 
made even more impressive. The results were, of 
course, influenced by the character of the goods 
offered. ‘Palmolive’ has been popularized through 
years of consistent national advertising. The public 
knows it as a high quality soap and needs no special 
pressure to incite the will to buy. We capitalized 
Palmolive good-will through the use of a display 
tie-up with national advertising absolutely devoid of 
price appeal. We relied wholly upon the display’s 
capacity to suggest the store as a convenient place 
for purchase, plus whatever persuasive qualities its 
Egyptian background was able to conjure. 

An experiment that sought a different type of 
result was based upon a showing of diversified 
groceries, in which were included a wide selection of 
specialties. Fancy packings of fruits and olives, 
flavorings, sandwich meats and cake flours were used, 
topped off with a display of box candies. These were 
grades of products not ordinarily included in the 
run of household purchases. 

This window was carefully thought out for effect 
before being set up for public view, but its actual 
preparation did not take over twenty-five minutes. 
With a photographic model or a diagram, anyone 
could set up the window, yet the returns in increased 
(Continued on page 84) 
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< at ¢ Chicago affords the most complete Display Equipment and Decoration Market in the 
St ' World—Time and money may be saved, and the best that, decorative genius creates can 
A be obtained in Chicago at prices that can not be duplicated—quality considered. 
- = THE ADLER-JONES CO. INTERNATIONAL REGISTER CO. 
te 649 S. Wells Street 13 South Throop Street 
. Artificial Flowers—Decorations “CUTAWL” Decorative Cutter 
od BOTANICAL DECORATING CO. THE KOESTER SCHOOL 
: 319-27 W. Van Buren Avenue 314 S. Franklin Street 
was a Artistic Decorations & Artificial Flowers Display and Card Writing Instruction 
e- i sh eanleeelaneie sieiibtoinidiiteess 
le mai CHICAGO CARD BOARD CO. PAASCHE AIR BRUSH CO. 
ul 666 Washington Blvd. 1902 Diversey Parkway 
Art Poster Card and Mat Board Air Brushes and Accessories 
ly —_-—— Sonne tein 
- CURTIS LIGHTING, INC. THE SPANJER-JANES CO. 
*, 1119 W. Jackson Blvd. 1160 Chatham Court 
if Complete Equipment for Lighting Effects Distinctive Display Decorations 
ls DAVENPORT-TAYLOR MFG. CO. REFLECTOR & ILLUMINATING CO. 
h 412 Orleans Street 1417 West Jackson Blvd. 
+ Bronze Tablets and Changeable Signs Lighting Equipment for Show Windows 
al snkbanaiahalic abhbumedbacan 
d THE HECHT FIXTURE CO. SCHACK ARTIFICIAL FLOWER CO. 
Ly 620 Medinah Building, Wells and Jackson 134-140 North Robey Street 
vf Everything in Display Fixtures Window and Interior Decorations 
’s 
e SILVESTRI ART MFG. CO., INC. 
Fs ‘ 1035 Orleans Street 
Bakard Compo Display Creations 
' Endorsed by most critical and discerning displaymen and merchants 
1 everywhere—and recommended to progressive purchasers by the 
' Gg Buyers Service Bureau of The DISPLAY WORLD. 
: Write for Catalogues! 
J Copyright, 1924, by The Display Publishing Co. 
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Hershey Displays Pivot on Apparel 
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Decorative Qualities of Merchandise Are Made Chief Means of 
Attraction in Louisville Craftman’s Windows 


OT so many years ago the farmer of the 

Middle West was caricatured as a linen- 

coated “rube,” who was the consistent 

victim of the “gold bricker” and confi- 

dence man. The swarms of autos which 

cluster around the squares on Saturday evenings in 

country towns testify to the revolution that has since 

taken place in the corn states and the. change in the 

cities of the region has been equally pronounced. It is 

no coincidence that the rapid elevation of living stand- 

ards has been accompanied by merchandising innova- 

tions, among which skilful window display is fore- 

most. This development has been responsible for the 

rise of a group of eminent displaymen, who are the 
equals of any of their craft in the country. 

M. F. Hershey, displayman for the Stewart Dry 
Goods Co., Louisville, Ky., belongs to this fraternity. 
A high-class clientele, which demands the best that can 
be offered, waits upon his windows and draws its in- 
spiration, in large measure, from them. That he is 
producing striking arrays in which symmetry and 
color are artfully blended is not surprising. 

In his work for Stewart’s, Mr. Hershey has made 
it his policy to extract full values from the decora- 
tive quajities of his merchandise. No problem of 
adornment has popped up that he has not met success- 
fully through resort to the treasures bound up in 
lamps and mirrors, china and fabrics. 

He is not discounting the virtues of his studio 
technique nor attempting to banish background 





“props,” but he has attacked with enthusiasm the 
project of subordinating beauty to the more vital 
theme of sales. His ambition is not to produce beau- 
tiful windows in which the goods are incidental, but 
to render the art incidental to the lure of the wares. 
In a display of high-class living room furniture, he 
does not hesitate to use special panels, appropriately 
toned doors and colorful frieze decorations as these 
are features of the settings in which this furniture 
ultimately is placed. Yet this same door, reworked, 
will appear in ‘subsequent displays, handled so as to 
lend the required elegance but costing the store 
merely the labor charge for rehandling and redecorating. 

In a display of millinery, with the hope of riveting 
attention to the hats, he employed the stolid futuristic 
manikins, now in vogue, to give a touch of modernity, 
confining his background accessories to a small- 
arched mirror suspended above a small period table 
bearing silver candle holders and flanked on either 
side by five-foot candelabra. A pair of hose and a 
scarf served as the drapes used to relieve the severity 
of the center background. A smashing contrast of 
black back panels, surmounted by emerald green and 
tempered by silver floors, fascinated the eye. 

In another showing of imported French hats, a 
solid silver background supported a black center 
hanging, on which the likeness of a French beauty of 
the Louis le Grand period had been worked. Over 
this was hung a garland of flowers in which color ran 

(Continued on page 26) 






























The Background is Rich But It is the Type of Setting in Which High-Class Furniture is Placed 
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Store Success Linked With Display 


Craving Inspired by Goods Appealingly Presented Contributes 
Heavily to Volume of Average Establishment 


VIDENCE continues to pile up pointing 
to the intimate connection between in- 
telligent use of display and store success, 
and the interesting part of the latest con- 
tributions is the importance conceded to 

window and interior trims by establishments engaged 
in the distribution of the supposedly staple wares. 

There are no style changes in groceries or drugs, 
no spring or fall modes, nor are weather conditions 
of pronounced consequence. In the mind of the lay- 
man, the patronage of these stores is not materially 
influenced by any of these issues. This conception 
of the sales possibilities, though largely true, is all 
too likely to discount the problems of turnover which 
the establishments face. 


In the drug field profits hinge upon the turnover 
of a huge list of specialties, and the volume necessary 
to the success of the institution depends largely upon 
the manner in which goods can be brought to the 
attention of the potential buyer, and their use, value 
and desirability suggested. Among the grocers, in- 
creasingly harsh competition has brought about a 
frantic struggle for popular support and descent to 
bedrock in price appeal has produced a stalemate that 
is broken most readily through display. 


While the printed advertisement directs its appeal 
to logic, citing the virtues of quality or price, display 
of the goods themselves exerts an influence far ex- 
celling the magic of “printers’ ink.” Price appeal 
withers before its deadening fire. Logic loses all its 
potency, as desire, created by the attractivness of 
the article itself, takes form. 

What girl can resist an elaborate array of 
toiletries or the seductive qualities of ivoryware? 
The lure of a cool smoke pulls the confirmed smoker 
to the latest display of “underslung’ pipes. With 
even more friendliness, the “pater familias’ gazes on 
a ravishing window laden with choice fruits and 
green vegetables, and casts aside all thought of 
haggling over price and trudging about the markets. 
He has been made to want these very fruits, and have 
them, he will. 

\ western grocery chain had hit a slump and the 
managers, who took over the job of rescuing it, found 
the stores wallowing in a mire of depression that was 
wholly unnecessary if natural advantages were 
grasped. The locations were favorable. The first 
need was good management, which was assured by 
the importation of new men. With these enthusiasts 
on the ground, new sales policies were initiated. The 
central idea was to obtain public interest by resort 
to the unuusal, and the plan seized upon was “em- 
phasis on green goods and fruit via the store win- 
dow.” 

Resulting windows were no hodge-podge of prod- 
ucts. All the ability which the windowman could 





command was put to use in creating novel displays. 
Colorful mosaics of fruit were fashioned that won a 
surprising percentage of the prizes offered in an an- 
nual apple display contest of the region. From a 
business standpoint, they were equally successful, 
bearing the brunt of the campaign which brought an 
increase of 75 per cent in sales during the subsequent 
year. 

In an Eastern city a chain drug store had slumped 
badly and the officials of the company gradually came 
to the conclusion that its primary difficulty lay in 
poor windows and poor interior display. To test this 
theory they assigned a new manager, who was known 
as a display advocate. This man went to work with 
the same old force which his predecessor had re- 
cruited, handled the same’ merchandise, used the dis- 
play signs and tickets that were already there, and 
almost over night halted the backward movement. 
Within a month he was able to report that sales had 
not merely ceased to drop, but were definitely headed 
upward. 

The only magic which he had used was making 
the goods in his store so attractive that patrons had 
to have them. Clever arrangement, good grouping 


‘and proper tie-ups with show cards won for him a 


triumph that lack of initiative had denied his fore- 
runners. 





SUGGESTION FOR WINDOW WASHING 


Many merchants are uncertain as to the best method of 
of cleaning and polishing the plate glass of their display 
windows. The windows should first be washed on the inside 
with lukewarm water applied with a chamois skin. Neither 
soap nor any chemical should be used. On the outside of the 
window the following solution should be applied with a soft 
cloth after the dirt has been removed with lukewarm water 
and the chamois: Pulverized whiting, one ounce; denatured 
grain alcohol, one ounce; liquid ammonia, one ounce, and 
water, one pint. If the solution is allowed to dry, and is 
then rubbed off with a polishing motion of a soft, dry rag, 
the glass will be left spotlessly clean and with a brilliant 
polish. 


UNVEIL “SPIRIT OF PARIS” PANELS 

Nine panels portraying the “Spirit of Paris” were un- 
veiled May 3 in the Fifth Avenue windows of Lord & 
Taylor, New York City. They were executed by Etienne 
Drian for the Lord & Taylor centennial. The murals depict 
a scene at the Paris races, Cafe Madrid, a lady at the mir- 
ror, a lady with a fan, Place de laConcorde, Place Vendome, 
Champs d’Elysees, and a lady with an umbrella. 





NEW WINDOWS FOR GOLDEN RULE STORE 

New display windows have been installed along the 
Seventh Street front of the Golden Rule Store, St. Paul, 
Minn. Backgrounds are in imitation caen stone in panel 
effect, with high relief mouldings in laurel and oak leaf 
patterns. The bases are of Grecian marble in colors to 
harmonize. Stippled Roman gold is used to finish the ceil- 
ings, and in each circular top doorway is a bronze grill. 
The lighting is designed to eliminate shadows and reflections. 
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Four Typical Examples of the Rare Artistry Secured by M. F. Hershey, Stewart Dry Goods Co., Louisville, Ky. Observe the 
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Single Drape in the Novelty Heads, Upper Left, the Five Novelty Heads in the Upper Right, and the Duet of Hats in Lower 


Left Display. 





riot. But attention was focused on the hats through 
a posed figure to the right and a drape to the left 
that confined the vision to the five daring, red- 
trimmed, blue bonnets perched on high fixtures in the 
center. 

Of his latest group of windows, Mr. Hershey says: 
“They are proving very practical backgrounds, sim- 
ple in construction, though rich in appearance, and, 
therefore, have proved a huge success in bringing out 
acutely the features of the merchandise displayed.” 

Window display in the Stewart stores is very 
closely related to merchandising as the result of sev- 
eral years of experiment in which it has been shown 
that the merchandising department can better serve 
the store’s interest by directing and counseling the 
displayman than by maintaining contact through the 
roundabout route of the advertising department. To 
this arrangement the management attributes a series 
of benefits, consisting of better windows, better in- 
terior display, and careful followup of opportunity 
that has found expression at appropriate times in in- 
stallations designed to promote selling of seasonal 
goods. 

While window display is a specie of advertising, 
Mr. Hershey insists that it can be used effectively 
only when freed from the entangling alliances of the 
general advertising department. Admitting that his 
views may seem somewhat radical, he asserts that the 
window is much more akin to merchandising than the 
exploitation of the store’s wares through the printed 
word, which is the usual province of the advertising 
department. In a day of specialization the same sub- 
ject-matter may be treated differently in dissimilar 
media, and the unlike characteristics of the various 
fields prevent a perfect understanding of their respec- 


In the Lower Right, His French Hat “Ad,” Only Five Bonnets Were Used, Set Off by a Brilliant Background. 








tive problems. The copywriter places confidence in 
the printed word, the layout man in illustration, ar- 
rangement and typography. The gulf that separates 
them from the window trimmer and his problems, 
dependent, as he is, upon the showing of the goods, 
offset by ornamental effects to relieve commonplace 
attributes, is so wide that only those of large vision 
can span it. Mr. Hershey’s position, vindicated by the 
policy of his company, is that this plainly indicates, 
though engaged in the same cause, window man and 
advertising writer have little in common. For the suc- 
cessful operation of the display department, if not 
independent, its proper affiliation is with the merchan- 
dising department. This disposition results in pro- 
nounced savings and improved displays, according to 
his views. 





NEW LUMINOUS PAINT AVAILABLE 


Radiana is a new luminous paint recently imported in 
powder form by the Radiana Corporation, 41 Union Square, 
West, New York City, which comes in five radiant colors— 
red, yellow, orange, green and gold. While this product 
contains no radium whatsoever, it has been highly approved 
for its luminescent qualities. A wide number of uses have 
been developed for Radiana in the window display profes- 
sion. Among these are the painting of fine backgrounds, 
pictures, show cards, and interior signs. An electric light 
bulb, equipped with a flasher which automatically lights and 
extinguishes the lamp alternately, will have the effect of 
keeping Radiana constantly glowing. 





PENNSY SHOE DISPLAYS WINS HONORS 


First prize for window displays in the Semi-Annual Win- 
dow Shopping Night held under the auspices of the business 
men of Franklin Pa., went to W. F. Wilson, proprietor of a 
leading Franklin shoe store. Honorable mention for good 
displays went to William A. Blair & Co. and Harry M. Wil- 
son, also shoe dealers. 
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Window Display, Poster and Show 
Experts Do More and Earn More by 


THE INTERNATIONAL 


CUTAWL 


Men in the intensely fascinating business of producing Window 
Display backgrounds, cut-outs, posters and signs—surely 
KNOW the importance of SAVING TIME. 

Inasmuch as the CUTAWL is essentially a time and labor- 
saving machine, it is a practically indispensible unit of equip- 
ment in every efficiently operated studio or Window Display 
Department. 

By using it in YOUR work you wilil be better able to DO 
MORE original and profitable work. By DOING MORE you 
naturally will be able to EARN more.. That’s the secret of 
all success. 


Let us send you a CUTAWL on 15 days’ trial. Address 
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Sign Salesmen Needed! | 


Make big commissions selling Newman Signs. At present we have 

openings for 150 live wires—men who can sell brass, bronze and 4 ; 
changeable-letter signs to churches, stores, banks, building owners, The Opportunity of P24 
patriotic organizations, theatres and others. % 


NO CLOSED SEASONS! 
EVERYBODY IS A PROSPECT!! ws 
YOU FIX YOUR OWN SELLING PRICES!!! A Chance to Make 


on , Real Money With a 
We furnish two different catalogs, order books and samples. We a 
handle all accounts. You act as our representative and are paid Wonderful Line 
liberally for your time. 





Your Lifetime ; 


Write for Particulars Today—There Are No Obligations. P : 
A 4 Don’t Wait—Mail the 
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Newman Bronze Signs are the choice of leading United States display Rica aural ata a 


managers and national advertisers. (| Send on your catalogs and 


If interested in everlastingly beautiful signs for your store, use the coupon agency proposition. 


to ask for suggestions and our special low prices. 


THE NEWMAN MFG. CO. 


420 ELM STREET, CINCINNATI EST. 1882 


[] Quote prices for your bronze 
store signs. 
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Winning Through Candy Displays 


Masses of Sweets in Dry Goods Windows Lure 
Crowds to Store, Bolstering All Lines 


By THOMAS W. EATON 


Display Manager, James Black Dry Goods Co., Waterloo, lowa 


ANDY displays for a dry goods store? 

Yes, emphatically! Candy is on our pay- 

roll at least two days a week during nine 

months of the year and is a very lively 

salesperson from our viewpoint. It is her 

job to draw Waterloo folk into the store and she has 
heen doing it effectively for a long while. 

These fellows who have been harping on the value 
of motion in connection with displays can get a new 
angle from our methods. With Black’s the motion is 
incidental, it is true, but this circumstance does hot 
rob the scheme of any of its effectiveness. On Friday 
we install a candy display featuring several of our 
best pieces, using whatever ornamental material is 
best prepared to enhance the natural appeal of the 
sweets. Plush plateaus and plush drapes have been 
used frequently; shelves make their appearance ever 
and anon. But one accessory is seldom omitted. The 
price card is a fixture. This selling feature has been 
proved by numerous tests and is too valuable to ad- 
mit of variation. 

The motion factor? It enters late in the week 
during the sale of the candy. Ordinarily, demand 
for goods becomes so heavy by Saturday afternoon 
that the department clerks are forced to break into 
the window to obtain stock. In and out they clamber 
and the passerby realizes that “Black’s” are having 
a bang-up sale and that he had better run in before 
all the candy is gone. 

































This is a Typical Eaton Display Except for Price Cards, Omitted Here 


I know that you will say that this is a sort of 
contradiction and we'll admit that this practice is, in 
a sense, a denial of display, as part of our results 
are obtained by removing our goods from public 
view. But as this very circumstance, accomplished 
only after repeated trips on Saturday afternoon, re- 
sults in intensified popular interest and has demon- 
strated its money-getting qualities through the hun- 
dreds of buyers it has lured into the store, we cannot 
see why it is not a good, simple illustration of the 
attractiveness of elementary motion. At any rate, it 
is profitable. 

Candy is appropriate, of course, for any occasion, 
but its supreme appeal is during week-ends and holi- 
days, and we work them to the limit. Every holiday 
is featured. ‘Mothers’ Day,” just past, gave me an 
opportunity to prepare a special display in which | 
gave cards and stationery some space, but centered 
my fire on sweets. We had a repetition of previous 
successes, but, with the impetus of the delicate senti- 
mental appeal of this occasion, the consumption of 
package goods reached new heights. 

It might be thought that the business creating 
faculty of the candy department might be sufficient 
during the Christmas shopping period without the 
reinforcement of window advertising. It may be, but 
we have not accepted this hazard.. Yuletide gift 
buyers are not permitted to forget that “Black’s”’ is 
headquarters for candy, and the volume of sales in 
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These photos show large papier mache 
Egyptian decorations for the Imperial Coun- 
cil, Ancient Arabic Order Nobles of the 
Mystic Shrine, Philadelphia, Pennsylvania. 


We are the official decorators and have under 
construction over forty floats and a complete 
street decoration. 












MESSMORE & DAMON, INC. 
404-408 West 27th Street, New York 























Displays Featured at Gift Show 


Philadelphia Meet Produces Array of Model 
Exhibits and Displays 


EALER exhibits featured the Spring Show of the 
National Gift and Art Association, held during the 
week of February 28-March 6, at the Hotel Adel- 
phia, Philadelphia. Although the initial gathering 

of the retailers in this field, the displays of the intrinsically 
beautiful products on which the trade of this commercial 
group is based revealed an artistry which evoked the praise 
of multitudes of spectators. 

Prizes awarded for the best exhibits in the various classes 
under the dealers selling efforts exhibit were distributed as 
follows : 

In Class 1, for pictures of the best window display of 
giit merchandise, Dey Brothers & Co., Syracuse, N. Y., win- 
ner of The Gift and Art Shop Cup, first prize. Regnier & 
Shoup Co., jewelers, St. Joseph, Mo., winner of second prize, 
and C. W. Klemm Department Store, Bloomington, IIl., win- 
ner of third prize. Honorable mention: Butterfly Box, Bos- 
ton; Decorative Plant Co., New York; Rena Rosenthal, New 
York. 

In Class 2, for descriptions or pictures of best gift and 
art shop interior arrangement, Friendly Gift Shop, Buck- 
hill Falls, Pa., winner of first prize, “Giftwares” cup. Corner 
Cup Board, Bridgeton, N. J., winner of second prize; Gift 
Nook Shop, Cortland, N. Y., winner of third prize. Honor- 
able mention: Rena Rosenthal, New York; La Fantaisse 
Shop, Portland, Me.; Karl Kipp, Roycrofters, Buffalo, N. Y. 

In Class 3, for pictures of most original gift and art 
shop, either interior’ or exterior view. The Hill Bookstall, 
Syracuse, N. Y., winner of first prize cup given by “Gift 
Buyer’s Guide.” Hoffman Gift Shop, Coatesville, Pa., winner 
of second prize; and the Friendly Gift Shop, Buckhill Falls, 
Pa.. winner of third prize. 


In Class 4, for best jewelry store gilt and art merchandise 
section selling effort, evidenced by either descriptions or 
pictures of window displays, interior arrangement or displays 
or examples of advertising, Vail Jewelry Co., Wichita, Kans., 
winner of first prize cup from “Jewelers’ Circular.” Ralph 
Roessler Jewelry Shop, Marion, Ind., winner of second prize; 
J. B. Baum Jewelry Store, Wheeling, W. Va., winner of 
third prize. 

In Class 5, for the best examples of individual advertising 
campaigns for gift and art merchandise by retailers, the Hill 
Bookstall, Syracuse, N. Y., winner of first prize, “The Retail 
Ledger” cup; Liberman’s Jewelry and Gift Shop, Syracuse, 
N. Y., winner of second prize; and Glenn A. Port Jewelry 
and Gift Shop, Vinton, Iowa, winner of third prize. 

The second and third prizes in each class were cash prizes 
of $10 and $5 awarded by the association. 

William Nelson Taft, editor of The Retail Ledger, an- 
nounced the awards, and in doing so laid particular emphasis 
upon the advance made by gift shops of all sorts during the 
past few years. 

Features of the gathering were a series of conferences, 
which, while very informal, brought about a satisfactory 
exchange of ideas with redundant benefit to those in at- 
tendance. The banquet, staged on the evening of March 4 
at the Roof Garden of the Hotel Adelphia, was enjoyed by 
200 diners, whose epicurean tastes were wholly satisfied by 
the menu provided. | 





DAILY CATALOGUE NO. 13 


Just from the press is the 100-page catalogue now being 
distributed by Bert L. Daily, veteran sign and show card 
supply man, 126-30 East Third Street, Dayton, O. Catalogue 
No. 13, as it is termed, is complete in every detail, showing 
a line of supplies and equipment for the amateur and pro- 
fessional show card writer, sign painter and displayman. A 
copy can be had upon request. 
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FIVE FEET HIGH 
Beautifully f coroners 
Illuminated 


ROSE or 
POPPY 


Flower 


Basket 


60” High 
Has 9 Bulbs 


Baskets 
Have Gold 
or Silver 
Finish 
Ideal for 


DECORATION DAY 


Special Price,$15 


Place Your Orders Now 
to Secure Prompt Delivery 








Prepared Carnations 
(Assorted Colors) 


$16.00 PER GROSS 
ORDER NOW—PROMPT DELIVERY 
We Also Have a Full Line of Prepared 
Ferns, Smilax, Oak, etc. 


A %& K Plant Preserve Co., Inc. 


Factory and Showrooms 


123-125 West 20th Street, New York City 
















































SOO 


Cities of the United States 


CAN BE COVERED WITH 


WINDOW DISPLAYS 


THROUGH 


ONE AGENCY 


SAVES YOU TIME and EXPENSE, 
RELIEVES YOU of the ANNOYANCE 
of DETAIL and CORRESPONDENCE 


ALL DISPLAYS GO IN 


Write or wire for list of cities and other 
information 


Window Display 
Installation Bureau 


Executive Offices: 
22-23 Pickering Bldg. Cincinnati, Ohio 
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the department is enormous at this time. There is 
no good reason why a source of strength should 
not be drawn upon most completely when the oppor- 
tunity is greatest and there never is a time when 
candy is so much in demand as at this hour. We 
could sell tons of hard and satin finish goods with- 
out material pushing, it is true, but the store man- 
agement would have to compete with all other bid- 
ders for holiday business in other departments with- 
out the “leader” to bring in patronage. By display- 
ing candy and fighting for candy sales, the store 
brings within its walls thousands of holiday buyers 


‘ who seize the opportunity to shop around the house 


before leaving. What more does an enterprising 
merchandiser ask ? 





The Small Town Displayman 


By V. F. McCOLLUM 
Display Mgr., Chamberlin, Johnson, DuBose Co., Atlanta, Ga. 


O to the small city if you want to get the best train- 
ing for success in display work. It is true that the 
displayman is usually a clerk in the smaller stores, 
but this is really a great asset. Thus he can learn 

merchandise values, which is so essential in successful display 
work. By handling and selling merchandise he learns to 
understand the public and can work out his displays accord- 
ingly. Then he.is more greatly impressed with the fact that 
underwear and evening clothes have no relation in the window 
display. Unity is the first essential of good taste. 


A course in window display at a school specializing in this 
work is very valuable and should be taken advantage of, if 
one can. However, the hard school of experience is the most 
effective college I know of, and this, coupled with determina- 
tion and hard work, will put one on the road to success. 


Funds for necessary display fixtures and decoratives is a 
question that has always been the bone of contention with 
displaymen in the small store. But with the proper approach 
and a little salesmanship, coupled with sincerity and enthu- 
siasm, one can unleash the purse strings of the tightest mer- 
chant, and then you will find him to become a big booster for 
better displays, because better displays mean better business. 


Care should be exercised in the expenditure of the some- 
times meager funds available, because with good judgment a 
small sum can go a long ways and do wonders. 


I remember very vividly an experience some years ago 
when I was a novice in display work. I was working for a 
merchant with a small two-window store. In working up a 
setting for my spring opening displays, I found that I needed 
grass to finish it off. Knowing that the purchase of grass 
mats was out of the question, I conceived the idea of dyeing 
some wood excelsior. I explained this modest idea to the 
boss. After he heard my speech, he exclaimed, “Will we have 
to buy the dye?” That aroused my temper, but I controlled 
myself, decided that the trim should be completed as planned, 
bought the dye with my own funds—a paltry thirty cents. 

Hard work, lots of thought and.close study of the man 
already at the top will prove your biggest help. 


I now have complete charge of fifteen windows for a large 
department store in a small city, and, although I haven't as 
large a display budget as the same size store in the larger 
city, my displays are attractive and effective, and the store is 
pleased with the results and is “sold” on the value of the most 
artistic display work. My allowance for fixtures and deco- 
ratives has been constantly increased, and I am now given 
very great latitude in the handling of all the displays. 

In a growing and expanding profession like the display 
art there is much opportunity for the ambitious and talented 
young man. Don’t let the public do all the window shop- 
ping; do lots of it yourself through the pages of such ex- 
cellent publications as The DISPLAY WORLD. 
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His Windows Are Open to National Advertisers When Their 
Campaigns Blend With His Sales Program 


By CHARLES MUELLER 


Treasurer, Scranton Lace Company, Scranton, Pa. 


OU may burn down my mills, exhaust my 
credit and destroy my raw materials,” 
declared a steel manufacturer some years 
ago, “but if you will let me retain my 
executives I’ll take my chances of get- 

ting back on my feet, and I’ll win. Money and re- 
sources count for little, for they can be replaced, 
but the highly specialized knowledge of experts is 
irreplaceable.” 

The manufacturer is in much the same position 
as regards his distributors. No matter how perfect 
his producing organization, nor how high the qual- 
ity of his output, his superlative necessity is outlet, 
and this is principally afforded by his dealers. 

In the simpler period of merchandising which 
lies in the not very distant past, the primary effort 
of the producer was to obtain markets through the 
medium of price appeal and credit. Today, inspired 
by the knowledge of the importance of stabilized 
demand, much attention is given to the creation of 
customer support through national advertising, and 
the dealer has been assigned a place in the scheme 
of merchandising that makes of him merely the agent 
for distribution of the producer. 





Tie-Up With Scranton Lace Co.’s National Advertising by Boston Store, Chicago, W. A. McCormick, Display Manager 


This impersonal attitude falls short of obtaining 
the results which are so ardently sought, and national 
advertising loses its pulling power because the im- 
portance of the dealer is minimized. Customer de- 
mand cannot be crystallized unless a convenient 
means of supply can be provided, and this can come 
only through the dealer. Hence the frantic effort 
expended at the moment in linking up the retailer 
to national advertising through display of nationally 
advertised goods. 

In a contemporary magazine appears the story of 
a west coast manufacturer who lost faith in adver- 
tising after a trial campaign because his increase in 
output volume did not keep pace with his expecta- 
tions. He was told at the beginning of his campaign 
that, for proper results, he should set aside an addi- 
tional appropriation to cover the work of missionary 
salesmen who were to back up the advertising among 
the dealers. He ignored this suggestion and “‘sacri- 
ficed” his advertising appropriation. 

Fundamentally, the retailer is a free lance. He is 
managing his own business in his own way for his 
own profit. His windows are his own and the choice 
of goods that goes into them is his. He expects 
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Springtime In New York Windows 


Frocks, Fabrics and Luggage and Even the Garden Rake 
Enshrined in Gotham Glass as April Passes 


By HAZEL STEVENS 
New York Correspondent, The DISPLAY WORLD 


INDOWS of New York shops have been ex- 
quisite during April. The difficulty in report- 
ing them lies in the necessity of passing by 
the many that were beautiful, since it is pos- 
sible to speak only of a few. Spring, spring, 
spring, was the note of most of them. The 

season shouted, or rather sang through color - schemes, 
through flowers used, through backgrounds and stories, and 
through materials themselves that were being shown. 

It is the time for porch sets and garden tools and spring 
bridals, as well as for the general renewal of wardrobes on 
brighter lines. The display of goods by the yard in the fas- 
cinating new shades and figures which lend themselves to 
striking effects were still evident through April, but they 
did not have quite the center of the stage. A Macy display 
of them might be spoken of here, however, where a wheel 
was formed covering the whole back of the window, the 
spokes being contrasting goods both figured and plain. In 
front the goods was shown draped to make a dress. 

McCreery’s had a series of windows combining the goods 
by the yard and the goods made into dresses, in which the 
background drape instead of lying flat, against the wall, 
was thrown over a bar at right angles to the rear, and the 
end of the goods brought in a graceful diagonal line toward 
the opposite front corner. These windows featured each one 
of the new spring shades, as “June Rose,” “Sunni” and 
“Coral Sand.” Accessories—fans, hose, gloves and wraps—all 
carried the same tint. 

Franklin Simon & Co. carried the most unique “spring 
bridal” window. Small pasteboard figures formed the pro- 
cession, arrayed in lace handkerchiefs, the bride in white 
and her maids in a bouquet of colors. They marched diagon- 
ally from rear to front, through a display of white. em- 
broidered underthings, which said the last word in daintiness 
and expense. Falling from a festoon of orange blossoms 
and making the back drape over a screen, came tulle in 
palest tints of green, yellow, purple and orchid, which lay 
piled on black plush rugs, to protect the white lingerie. 





The Successful Easter Headgear Display That Won Praise for L. H. Silver, Display Manager, Truly Warner, Inc., New York City 


Stewart & Co. used effectively an oval rattan rug in pale 
gray green as a base for spring dreesses, shoes, hats, coats 
and hose. 

Hixbie’s for a spring display made a back drape of black 
lace over heavy white satin. The satin lay piled at the foot 
of the drape and the note of it was carried on to the front 
in a white strip on which was placed part of the display. 
The rear drape was in three parts, of which the center was 
gathered back like a curtain into a loop of white satin. This 
background was used for an entire black and white dis- 
play in dresses and also for spring colors in combination. 

Hudnut held a crowd by a daring use of jonquil yellow, 
featuring a new “Narcisse” rouge. A felt material, in the 
jonquil tone covered floor and oval stands and the huge 
frame for.a girl’s head making the back wall. The girl's 
head was partly painted and partly a cut-out. Her hat of 
black felt, and a bunch of flowers in the jonquil shade were 
of “three dimensions.” Swirls of the felt fastened to the 
edges of the stands suggested the swing of a spring breeze 
in a way that would seem hardly possible with so stiff a 
material. 

A basket of spring flowers, in purple tones, and the pink 
tone in the girl’s cheeks and nails and in the open rouge 
boxes dotted upon the stands and floor were the only de- 
partures in the window from vivid yellow. 

Russek’s, as background for traveling bags and cloaks, 
used framed pictures, in colors, of castles of foreign lands 
and iron castle doors, right and left. Russek’s also used an 
arch of apple blossoms against black velvet to show spring 
slippers. 

Best & Co. displayed spring flowered romping dresses 
for youngsters on yarn-haired, child figures in a yardful of 
puppies. 

B. Altman Co. had a series of dresses appropriate for 
bridal maids, each window being worked out in a single 
color with the color note emphasized by a bank of flowers. 

Macy’s, in one of its big deep windows, reproduced a 

(Continued on page 84) 
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Schenectady Reverses Old Proverb 


Sugary Triumph of Confectioner’s Skill Molds New Version of “It 
Takes the Cake” Saying by Winning First Prise in Window Contest 


By GERALD W. PERKINS 


Assistant Secretary, Chamber of Commerce, Schenectady, N. Y. 


T takes the cake” was a picturesque ex- 
pression in the days when slang was 
young. It denoted the extraordinary and 
the presumptious, “brass,” “nerve,” and 
the score of other terms expressive of 

the uncommon and unusual turned out by the tire- 
_ less phrase coiners of the past decade. 

Schenectady has just revamped the old saying, 
giving it a twist that strips it of suggestions of 
brazeness, although retaining the old-time sense of 
infrequency. Schenectady’s version is “the cake takes 
it,’ and every merchant and windowman who par- 
ticipated in the display contest recently concluded 
here knows and acknowledges the soundness of the 
contention. 

A cake won the grand prize. All of the color and 
glamor of 150 other windows resplendent in the 
grandeur of the Eastertide could not sway the judges 
‘from their decision. Artistic backgrounds, careful 
blending of hues, skillful arrangement of fabrics, 
scarfs, and all of the brilliantly toned paraphernalia 
of the dexterous display artist went down in defeat 
before the gastronomical appeal of this exceptional 
cake. 


Three feet high, its several tiers of layers en-. 
crusted with a marvelous architecture of white icing — 


in which the crystallic properties of sugar had been 
utilized in an infinite variety of embellishments, it 
took the form of a bridal chapel in which the nuptials 
of two Kewpies were being celebrated. Over a tier 
of four layers, laid in a step-like formation, was 
raised a succession of candy columns which sup- 
ported a roof tier surmounted by a group of candy 
cupids. Suspended from the center of the resulting 
structure was a pair of tiny sugar wedding bells, 
while from the fretted sugar cornices, bells were hung 
about the entire circumference. Each layer was or- 
namented with a profusion of blossoms and foliage, 
modeled through the medium of the squeeze bag, 
Chains of sugar fashioned in the icing were ap- 
parently secured at intervals by sugar daisies. 

In the window of the Electrik Maid Bake Shop, 
operated by the Veeder Bakeries, Inc., this illustra- 
tion of the confectioner’s art proved an attraction 
that had an. immediate consequence in largely in- 
creased business. It won for the exhibitors first prize 
in the class comprised of bakery, restaurant and drug 
store windows, and, in addition, drew down the grand 
prize offered to the producer of the most attractive 
window in all classes. 

The largest volume of sales which the shop had 
obtained in the eighteen months of its existence fol- 
lowed the display, according to Mrs. Blanche T. Veé- 








The Cake That Won the Grand Prize 


der, president of the Electrik Maid Company. ‘The 
day following award of the prizes a 30 per cent in- 
crease in sales was noted. before four o’clock in the 
afternoon, and most of the patronage which was se- 
cured at this time is sticking, she declares. 


The Electrik Maid Bake Shop is decidedly unique 
in view of the fact that, as the name indicates, «ll 
the operations with reference to manufacturing of 
products sold is carried on by electricity. The bakery 
caters largely to the better class of people of the city, 
using the best type ingredients in the making of 
fancy cakes and pastry. 


The Class 2 prize, offered to stores selling 
women’s wear and millinery, was carried off by the 
local unit of the W. T. Grant Co. This display, «r- 
ranged by Helen LaMontagne, was a pleasing illvs- 
tration of the advantageous use of the color valt:cs 
of feminine headgear, coupled with tastefully «ec 
signed price cards. It is particularly significant tl at 
the best window in this class was in a store genera ly 
regarded as having selling windows rather than thcse 
sacrificing selling to art requirements. The opinion 
of the judges with reference to this window was 
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Display Fixtures Should Display Merchandise 


NOT THEMSELVES 








The Display Fixtures shown are carried in open stock and are packed to order. 













No. 5102— 6” Shoe Display Stand. 

No. 5129— 9” Shoe Display Stand. 

No. 5130—12” Shoe Display Stand. 

No. 5131—15” Shoe Display Stand. 

No. 5144—Shoe Top for Pat. Dis. Stands. 
. 5139—9” Patented Display Stand. 

No. 5125—Smali Heel Rest. 

No. 5146--Card Holder. 

No. 5140—12” Pat. Display Stand. 


OPN OATS whore 
° 


Write 
for 
Prices 








and 
Terms 


10. No. 514144—14” Round Top. 

11. No. 5140!%4—12” Round Top. 

12. No. 5139%—10” Round Top. 

13. No. 51447%4—Conf. Top for Pat. Dis. Stand. 
14. No. 5091—15” Display Pedestal. 

15. No. 5090—12” Display Pedestal. 

16. No. 5089— 9” Display Pedestal. 

17. No. 5088— 6” Display Pedestal. 

18.. No. 5143—Oval Top for Pat. Dis. Stand. 


A Few 
Choice 
Territories 
Open 
for 
High-Class 
Repre- 
sentation 

















Blend With o- Color Scheme 


JEANNETTE GLASS CO. 





Jeannette, Pa. 




















~VALANGES 


OUR SPECIALTY 


Give us a description and lay- 
out of your store front and 
the type of trade you cater to 
and we will design the proper 
valance for you; no charge for 
this service; also a complete 
stock of silk plush. Write for 
price. 


KARL L. B. ROTH 


Manufacturer and Designer 


FINDLAY, OHIO 
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INEXPENSIVE 


atu 
We have devised cut-out al e Bo0d 1 using sn latest styles 
of lettering . Each letter in the’: series has been 
signed by lettering artists insuring consistently good design. 


ra 
\ ir “Our self aligning feature (PATENT PENDING) enables you 
to outline signe sposters perfectly in a few minutes. . 


SIMPLE 


M.S.NAIMARK 
121 EAST 23r0 STREET, NEW YORK,NY. 





















“Join the 
Ranks of Better Paid People”’ 


Leorn WINDOW TRIMMING | “ti 
and SHOWCARD WRITING 2; 


Average Salaries, $75 Per Week or More > 
We Teach You in Eight to Twelve Weeks 


SMEBY SCHOOL, INC. 
Lake St. Cor. Chicago Ave. MINNEAPOLIS 
“OUR EIGHTEENTH SUCCESSFUL YEAR” 
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An Attractive Card 
Stand is Also 





Important 


A well-designed price card de- 
serves an attractive holder. 
| Timberlake card stands are 
attractive and_ serviceable, 
made to stand hard usage. 
é Durability is a strong feature. 
Reinforced at every point of 
strain assures rigid construc- 
tion. Finished in Gun Metal, 
Oxidized, Nickel and Statuary 
Bronze. Furnished with either 
flat or weighted base. The 
high quality and low price ap- 
peals to every careful buyer. 


Other Practical 


Wire Fixtures 


“T” Stands, adjustable and sta- 
tionary. Counter Stands, sev- 
eral styles. Millinery Stands. 
Piece Goods Stands. Shoe Dis- 
play Stands. 


Send for Catalog No. 35-B 
J. B. TIMBERLAKE & SONS 


JACKSON, MICHIGAN 












































SHOW CARD 
WRITING 


By JOSEPH BERTRAM JOWITT 


This is the first and only practical book on show 
card writing written from the retailers’ angle. 

Mr. Jowitt, the author, is internationally known as 
an expert teacher and practical show card writer. 
This course is written in understandable language 
that either the clerk or proprietor can with but 
regular practice, master show card writing. 

Why pay for expensive interior or window display 
cards or price tickets? 

Why use poor show cards when this art is so close 
to your pocketbook? 


ONE HUNDRED AND FIFTY-ONE 
ILLUSTRATIONS 
Showing actual methods in their respective stagex 
from the first stroke to the finished line. Giving 
examples of the finished cards. Telling material 
necessary—all that is needed to learn practical Show 
Card Writing. 


PRICE, $2.00, POSTPAID 
Cash With Order or Sent Parcel Post C. O. D. $2.10 
ORDER TODAY 


DRUG STORE MERCHANDISING 
Book Department 


2058-2060 NORTH WESTERN AVE. 
CHICAGO, ILL. 
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unanimous, and I have every reason to believe that 
their choice was ratified by public opinion. 

This contest was the third affair held in this city 
and stimulated much greater enthusiasm than ever 
before manifest. Nearly 150 windows were entered 
and the displays were decidedly attractive for a city 
of this size. There is no question in the minds of any 
of the retailers but that a contest of this character is 
highly desirable for the purpose of stimulating busi- 
ness, although these events are intended primarily 


to interest the purchasing public in the early purchase 


of Easter garments. 


All the Story Tersely Told 


Fleeting Glance Sufficient to Gather Facts Concerning 
Drackett Products and Uses 


By H. R. DRACKETT 
President, The Drackett Chemical Co., Cincinnati, O. 





HE Drackett Chemical Company is engaged im tlie 
manufacture of chemicals for household and me- 
dicinal use and distributes these products through- 
out the United States. Drug, grocery and hard- 

ware stores are the means of distribution. 
All of our products are advertised by various methods, 
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Typical Drackett Display With Trenchant Appeal 


including national magazines, such as The Saturday Evening 
Post, The Ladies’ Home Journal, and Good Housekeeping. 
daity newspapers, direct mail, window displays and _ store 
displays. 

Window displays of Drano are used to identify the indivi- 
vidual store to the public as a source of distribution of this 
highly advertised product. Monthly magazine advertising 
has made Drano (which cleans and opens drains) a well- 
known product in the homes of cities of five thousand popu- 
lation and up. Window displays in a grocery’s or druggist’s 
window tells the casual passerby in the street “Here is an 
up-to-date merchant handling the product you are in- 
terested in.” 

The window display entitled “A Health Spring” tells 
simply but thoroughly of the many uses of epsom salt. This 
company have been basic manufacturers of this valuable 
medicinal product for many years and are now putting out 
the highest grade manufactured in finished consumer packages 
available for internal as well as external use. Nothing surpases 
epsom salts for the purposes for which it is used.. This age old 
remedy of nature now packaged in attractive form presents 4 
new face to the merchant and consumer. The window display 
helps the merchant tell the public how all the benefits of an 
European spa or health spring may be obtained from the 
proper use of this important product in his own home. 

We have given most careful attention to the designs of our 
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No Confusing Details to Detract from the Sales Story 


window displays. Not only are the cards,, art work, and 
colors carefully studied, hut the arrangement. in the window 
with such accessories as are necessary are only decided upon 
after many hours of investigation and then these arrangements 
are standardized by specification sheets showing the exact ar- 
rangement. The primary principle of our display is simplicity. 
We believe that the object of a window display is to tell 
the story of the product quickly, convincingly and without 
confusion. 

We believe these are the essential points, rather than a 
general decorative effect, and that neither we nor the mer- 
chant, whose windows are used, can afford to give up this 
valuable sales and advertising medium, the window, to a hodge- 
podge of colored paper, cards and confusing ideas. We doubt 
if merchants generally understand the full value of window 
advertising as sales mediums. Too often they are indifferent 
to the display and their business-getting ability. Too often 
also they overlook the value of continuity in advertising and 
frequently tear down and destroy the expensive display which, 
if left in for a reasonable period, would bring them profitable 
business. 

We believe that window displays like other things should 
be well-done and therefore we pick experts in window dis- 
play installation, men and institutions that know how to make 
proper and attractive window displays. 

Dealer display cooperation is being recognized as an indis- 
pensable factor in successful merchandising of rationally ad- 
vertised products, but in spite of this fact the efficient and 
effective use of this medium has many problems that have 
yet to be solved. So powerful, however, is its influence that 
even the poorer attempts in this direction have yielded grati- 
fying results. 





MAKES TRUCK A MOVING DISPLAY 

Mindful of the magnetic power of motion when used to 
secure attention, E. W. Ullrich, president, The Ullrich Glass 
Co., would be just the man expected to find possibilities for 
novel advertising in the firm’s trucks. 

The Ullrich Co. specializes in the designing and installa- 
tion of store fronts, and has been responsible for some of the 
highest class windows created for business purposes in New 
Orleans. In handling their supplies, big trucks are required 
to haul the glass. These machines are not in use every day, 
an’ heretofore stood in the garage, bringing no profit to 
their owners and enforcing a charge of depreciation. Mr. 
Ullvich decided to put these “loafer” trucks to work on days 
When they were idle. 

‘le had two large signs made and mounted together, 
back to back on the machines’ delivery bodies, and sent them 
out on their initial tours. Favorable comment was received 
imnicdiately and the practice is being maintained. When a 
truci: is free from other duties, it is sent out for missionary 
Work and business is bolstered by the people who see the 
tnusual ad and phone in their needs. 
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‘see you at 
the Sherman” 


Don't miss it. It’s going to 
be the bitgest and best con- 
vention ever. You'll learn a 
lot that will help your dis- 


plays. 


For instance, in our booth, 
No. 51, will be expert deco- 
rators showing the new dis- 
plays that can be made with 
Crinkle Crepe and how to 
make them. 


They'll decorate a window 
in a different way each day. 
It’s bound to attract your 
attention; when it does, 
drop over and get ac- 
quainted. You'll be glad 
you did, because getting ac- 
quainted with Crinkle 
Crepe is a big step toward 
better windows. 


Be sure to take home one 
of our instruction booklets 
and samples of this beau- 
tiful paper. 


— 


Che Cuttle Press Co. 


APPLETON, WISCONSIN 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 


Top Left, E. H. Horseman, Schmelzer Co., Kansas City, Mo.; Top Right, P. J. Bellanca, Hens & Kelly, Buffalo, 

N. Y.; Top Center, Left, H. H. Cowan, F. N. Arbaugh Co., Lansing, Mich.; Right, W. K. McGee, L. H. Field Co., 

Jackson, Mich.; Lower Center, Left, Alfred Tentoni, Ames Co., Cleveland, O.; Right, R. H. Longenbaugh, Eagle 

Stores, Chicago; Bottom, Left, Frank Dodson, Woolf Bros., Wichita, Kansas; Right, P. J. Bellanca, Hens & Kelly, 
Buffalo, N. Y. 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 


(1) M. F. Hershey, Stewart Dry Goods Company, Louisville, Ky.; (2) W. Hanly, Lew Levi, Nanticoke, Pa.; (3) Detthoff Hard- 

ware Company, Muscatine, Iowa; (4) George E. Smith, Magee’s Clothing Store, Lincoln, Neb.; (5) George J. Burke Company, 

Los Angeles, Cal.; (6) M. Wolfson, Baer Bros. & Prodie, Chicago; (7) M. Wolfson, Baer Bros. & Prodie, Chicago; (8) Peyton 
ton A. Smith, Pfeifer Bros., Little Rock, Ark. 
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Excellent Balance and Ornamentation Make This Hudnut Display Unusually Effective 
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Purposely A Drug Store Window 


A Type of Display Vehicle That Makes Light and Height Assets 
- of the Enterprising Apothecary and His Trimmer 


By MARK HANNA 
Display Service Specialist, Los Angeles, Cal. 


YHE retail druggist’s principal purpose in 
business is to sell goods, and his primary 
concern for this reason is development of 
those media which will increase his re- 
ceipts by swelling his sales. Naturally he 

will try to use every means of leverage, and it would 
seem that from the first he would lay proper stress 
upon the medium of window display because of its 
proximity to the consumer and the power of sugges- 
tion which it exercises. If carefully executed and 
changed at frequent intervals, the window will create 
public interest quickly and cheaply and will convert 
this interest into profits by bringing the pedestrian 
inside the store. Once within the doors, interior sell- 
ing media, such as special display stands and con- 
tainers, begin to exert their selling influence. 

The bulkhead of the window portrayed in the 
accompanying illustration is of brick and marble 
used below the glass, between the sidewalk and floor. 
Bulkheads should be at least 36 to 40 inches high, 
bringing the floor of the window to such a height 
that articles shown can be easily seen. The window 
should be four feet from the floor to the valance, 
allowing a foot for the valance, making a total height 
of five feet. The depth of the window should be thirty 
inches, giving the displayman room to place vases of 
different sizes and other decorative accessories, pro- 
ducing the balance and ornamentation required. 

Entrance to the window should always be at an 
end. This arrangement enables the displayman to in- 
stall any type of merchandise offering or background 
that the window can accommodate and the display can 
be more easily centered and secured. Difficulty in 





ing afier building the trim is also obviated. 

This window can be trimmed very readily with 
glass vases and glass shelves, which are not costly, and 
may be used within the store in counter displays. 

The high bulkhead keeps out a degree of sunlight, 
rendering the store more comfortable and it brings the 


















































‘Diagram of Modern Drug Store Window 


display within the vision of pedestrians and motorists 
alike. It can be trimmed with a small amount of mer- 
chandise without sacrificing any of its virtues, and its 
points of vantage have won it the commendation of 
windowmen conversant with drug store requirements. 

The illustration is that of a Richard Hudnut display 
installed in this type of window. The fixtures used 
in trimming the above window are as follows: Glass 
shelves, five, 18” x 6”; eight, 16” x 6”; four, 10” x 5”; 
glass vases, five, 12” and 13, 9”. 
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Give Your Windows A Salary 


Plea for Steady Allowance Voiced by Eminent 
Counselor Based on Selling Ability 


UT your window on a salary” is the plea of Tom 

‘ Leslie, advertising and display manager, Wilson 

Bros., men’s furnishings wholesalers, Chicago. 

Addressing the Merchants’ Council, Mr. Leslie 

declared that windows were entitled to the same salary as a 

.-cond-string salesman, because their ability to sell goods 
was of equal extent. 

“Merchants of today in the smaller towns have come to’ 
the conclusion that show windows are probably their greatest 
asset,” he asserted. “The show windows are possibly the 
ereatest salesman that any merchant has in any line of 
business—for one reason: you haven’t a salesman in your 
organization, any of you, who can work all day, all night, 
all day Sunday, whether your store is open or not, and show 
as much merchandise at one time and as attractively as 
your show windows. That is a physical impossibility. The 
question arises out of that as to how best to finance the show 
windows, whether they are advertising, or general expense, 
or window display expense. In the Retail Clothiers’ Asso- 
ciation we solved the problem as a salesmanship problem 
only, by paying the windows a salary. If the lowest priced 
salesman gets $20 a week, the windows get $20 a week, and 
every week that $20 is put away in a budget, so that when 
the window trimmer or the display manager goes to the 
owner of the firm and says ‘I should like to have $10 to buy 
some flowers,’ he doesn’t get his head knocked off. 

“Show windows in order to be right, must be constructed 
right. That is the first consideration. Many merchants 
go ahead and build windows according to their ideas. They 
have had no experience whatsoever with the construction of 
windows; they know nothing about backgrounds; they make 
no study of conditions on the opposite side of the street; 
they make no study of the lights, whether it is a north, east, 
west or south-facing front. They never take reflections into 
consideration; they never take their lighting into considera- 
tion, which is a most vital thing in display windows today. 
Instead of that they use their own ideas. They make it as 
cheaply as they can, get it done as quickly as they can, get 
the merchandise in the windows before these are thoroughly 
completed, and then wonder why people won’t stop and look 
at their show windows. 

“The first problem in constructing windows is to take 
into consideration your location, the width of your store, 
the depth of your store, and the amount of space which you 
can allot to your show windows. We have merchants here 
in Chicago who have corner spaces, 20 by 25 feet, whose 
rental is $25,000 a year, and who give over half of their 
space to show windows alone. That is how vital window 
display is in merchandising in the ‘Loop’ in Chicago. 

“To show you how scientifically these displays are built, 
take a dark day like today—I am speaking now from a men’s 
wear standpoint—we would trim displays of the loud colors, 
the oranges, the blues, reds, the brilliant colors, something 
to liven up a dark day, something that would attract atten- 
tion. If it were a bright day, sunshiny, we would go to the 
more sombre hues, trying to sell those off. Those are just 
little things that happen in the scientific study of window 
display.” 





DRENNEN’S UNDER NEW OWNERSHIP 


George Johnston and associates have purchased the well- 
known Birmingham department store, The Drennen Co. The 
store will continue under the same name and policy. Mr. 
Johnston is president of the Johnston Dry Goods Co., whole- 
sal. jobbers, of the same city. 





NEW SHOW WINDOWS FOR UHLER-PHILLIPS 

In connection with the store remodeling of the Uhler- 
Phillips Company Marion, Ohio, new display windows will 
he installed. The backgrounds will be of American walnut 
With zenitherm trimmings. 
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Lighting for 
Your SHOW 
WINDOWS 


EFFICIENT and EFFEC- 
TIVE LIGHTING in Show 
Windows is of such tremen- 
dous importance nowadays 
that leading Displaymen and 
Merchants count upon it 
largely for additional “re- 
sults” in their merchandise 
displays. 
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Sterling Reflectors are scien- 
tifically designed to provide 
“Better Lighting for 
Your Show Windows” 
and produce additional “re- 


sults” in window sales from 
every display. 




















REFLECTOR & 
ILLUMINATING CO. 


Manufacturers and Engineers 


1403 Jackson Blvd. 
Chicago, 
U.S. A. 
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HAT boy has not 
felt a thrill as, 
with the advent 
of spring, flam- 
ing posters pro- 
claimed the coming of the 
~“Great Combined, Original 
and only Soanso’s Circus?” 
How much greater was that 
thrill as the day of arrival 
dawned, and the colorful pa- 
rade, with blaring bands and 
gaudy banners, trailed its 
way down the principal thor- 
oughfare. 

To the youthful mind of 
W. F.. Larkin the circus 
represented pageantry and 
romance, transcending the 
trivial and monotonous de- 
tail of the workday world. 
Biding his time he practiced 
on a home-made trapeze a 
slender repertoire of acro- 
batic turns until he was suf- 
ficiently dexterous to get a 
chance at “circus life.” 

Artistic temperament soon 
discovered that there was 
more tinsel than gold under 
the big tents, and, finding 
that the bent for sketching 
and designing, which had 
dominated him since childhood, had little chance for ex- 
pression, he began to look for more compatible employ- 
ment. His next job was with a carriage painter, striping, 
lettering, and dabbling with crude pictorials. It was 
here that H. C. Farnum, a landscape and portrait 
painter, discovered the lad and induced him to study 
the mechanics of painting. After four years in the 
studio of his instructor, drawing from life, and learn- 
ing the elements of landscape work, Mr. Larkin 
turned to scenic and stage decoration. The commer- 
cial aspect of his work gave Mr. Larkin an interest 
in the mechanical as well as artistic features of his 
product. This explains his ability a short time later 
to assume charge of the National Cash Register Com- 
pany’s window display advertising department, where 
he designed and built mechanical attractions which 
were shown all over the world, some going to Lon- 
don, Paris, China, Japan, New Zealand, South Africa, 
and many foreign lands. 

Again temperament came into play and he turned to 
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Who They Are and What They Say 


No. 22—WILLIAM F. LARKIN, New York City 
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WILLIAM F. LARKIN 
Chief, Department of Arts and Decorations, 
John Wanamaker, New York City 
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black and white drawings, 
going with the Simonds Saw 
Company, where he _  de- 
signed trade-mark etchings. 
During this time he designed 
the trade-mark for the Ca- 
nadian factory, winning a 
prize much sought after by 
artists in competition from 
all parts of the United States. 

The big expositions in the 
United States offered an at- 
traction and Mr. Larkin’s 
work was represented at 
Jamestown and also at the 
Alaska-Yukon-Pacific Expo- 
sition held in Seattle. 

Mr. Larkin has done con- 
siderable work for the city 
of New York on various oc- 
casions where decorations 
were needed. During the 
silver jubilee I saw him 
often with city officials hur- 
rying about town or back 
and forth to the Grand Cen- 
tral Palace, where some of 
his associates were erecting 
the beautiful crystal foun- 
tain which graced the center 
of this exposition. 

When first associated with 
the John Wanamaker Store, 
Mr. Larkin designed and supervised the building and 
erection of the colossal mechanical panoramas, “Santa 
Town,” “The Witches Forest,” “Jack and the Bean- 
stalk” and “Aladdin and the Wonderful Lamp,” besides 
the pageants comprised of character floats, etc., created 
to entertain the two hundred thousand children who 
used to come to these performances. For one of the 
affairs Mr. Larkin brought from the Riviera the equip- 
ment used for the famous carnivalesques of Nice and 
Cannes. 

Since being in charge of the Department of Arts 
and Decorations he has visited frequently. foreign 
lands in search of the material which makes the 
Wanamaker Store different. Last year he spent a 
solid week, day and evening, in the Paris Exposition 
of Modern Arts and Decorations making notes and 
getting the spirit of the new art which was to take 
the place of the old in the decorative world. Travel- 
ing through England, France, Belgium, Holland, 
Switzerland, Italy and Spain to find the ornaments 
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and accessories which beautify the store interior and 
windows, Mr. Larkin says, is no easy task, and he is 
always anxious to get back with his colleagues where 
he can show results. 

I took the liberty of copying from his blackboard 
a list of the specialists who work back-stage to 
create the display material that lends appeal to Wana- 
maker merchandise and here they are: William F. 
Larkin, chief; Josephine T. Coffee, secretary; Russel 
Dryden, decoration, and Georges de Verry, art and 
research. 


All Grist for the Windowman 


Health Campaigns, Miners’ Tools, Architecture 
and Sox Served Equally by Him 


ROM Lubbock, Texas, comes an illustration of the 
variety of uses to which the approach of spring 
can be put. Dr. J. F. Rollo, city health commis- 
sioner, conceived the Eastertide appropriate for 

much more than the display of new toggery and spoke his 
mind to a mass meeting of citizens. A “Spring Cleanup Day” 
was ordered as the result of his suggestions, and aid of local 
merchants will be solicited in interesting the townsmen. 
Consequently, drug store windows will soon blossom forth 
with an array of tooth brushes, dry good stores will feature 
overalls, and hardware emporiums will flaunt rakes, hoes, 
and shovels. 

The Garson & Wood. Furniture Co., Rochester, N. Y., re- 
cently initiated a spring sale of ranges that demonstrated the 
fitness of unusual backgrounds for this cumbersome merchan- 
dise. Long streamers of orange on black gave the effect of a 
sunburst. 

In Canada, a new gold rush has given Toronto outfitters 
occasion to tout the fitness of their wares for miners’ sup- 
plies. Rice, Lewis & Son produced a window in which the 
items essential to prospecting were employed and enjoyed a 
creditable increase in sales as a result. The focal exhibit 
was a “dog” tent around which were grouped the types of 
clothing, utensils, and tools common to mining camps. 

The Winston-Salem Journal is using a talking doll as a 
means of stimulating circulation. A fetching display of these 
entertaining toys in a local store window was used to bolster 
up printed publicity given the offer. Linked up with this ex- 
hibit was a series of feature stories written by a feminine 
staff member. 

Racine (Wis.) anglers were given a rare treat in April 
when a display originally staged by the Izaak Walton League 
at Chicago was reproduced in the window of the D. & E. 
Sporting Goods Co. Tackle cases, fly hooks, and tool cases 
were the principal items used. 

Swinging to the opposite extreme, Miller & Rhoads, Rjch- 
mond, Va., staged an exposition of carillon designs, com- 
posed of winning drawings submittbed in a contest conducted 
among the architectural students of American universities by 
the Beaux Arts Institute, New York. The Richmond News- 
Leader asserts that this display gave many local folk their 
first opportunity to see what a carillon tower really looked 
like. 

The climax in ingenuity was the interest compelling device 
used by Scott & Williams, Poughkeepsie, N. Y., who installed 
a silk stocking machine in their windows and enabled the 
public to witness stockings manufactured at the rate of a 
pair every thirty minutes. 








WURZBURG’S DRY GOODS CO. TO BUILD ADDITION 
_-\ five-story addition to their present store, adding torty- 
eight feet to their Monroe Street frontage is projected by 
the Wurzburg Dry Goods Co., Grand Rapids, Mich. The 
hew structure will add 30,000 square feet to the floor space 
Now occupied by the concern, and will contain a basement, 
balcony and five stories of brick and steel construction 
with a terra cotta front. It replaces an old building ac- 
(ured several months ago occupying the same site. 
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Hail, 


the Gang’s All Here! 





Name 





Meet Us at the 


A. Di M. 
CONVENTION 


—_— ———— 


a 


G. Reising 
Leon Biedermann 


Herman Mende 


Fred J. Monahan 


Gilbert Larson 


Ernie Meier 


at Booth of 


G. Reising & Co. 


Art Flowers 
Display Essentials 


227 W. Austin Avenue 


Chicago, III. 


a4 


* 


Chicago, Ill. 


Firm.... 


Address. 


If you haven't our catalogue, 
write for it; it is full of new ideas. 


G. REISING & CO., 
227 W. Austin Ave., 


Please send me your new catalogue of Win- 
dow Decorations. 


Display World. 
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Huge Fabric Drapes Startle Easterners 


New Englanders Attention Gripped by Richness of Cloth 
Revealed Through Method Employed by George Tibbetts 


By CHARLES R. ROGERS 


NEW twist to the presentation of fabrics 

may be credited to George F. Tibbetts, 

displayman for Forbes & Wallace, 

Springfield, Mass., who recently created 

a group of windows which have received 
much attention. The store front is divided into four 
windows, a large and small one on each side of the 
entrance. All of this group were given over to the 
fabric showing, different cloths being displayed in 
each unit. Plaids formed the subject-matter in one 
window, bordered woolens another, suede finished 
woolens in plain colors a third, and the fourth was 
devoted to tweeds. 

The strength of the display lay in the eriormity 
of the drapes, the entire ends of the large windows 
being consumed in this operation. Bolts of the cloths 
were unrolled and tubed down from above the va- 
lances to the floor with a sweep of from fifteen to 
twenty feet. Suceessive drapes in this fashion, laced 
and interlaced, produced an unusual result. 

Mr. Tibbetts used good judgment in the choice 
of colors, matching and complimentary shades in 


each window being furnished by appropriate acces- 
sories. As a means of aiding the window shopper in 
estimating the effect of the cloth in the finished gar- 
ment, striking placards were used in each window 
by which a water color design of a garment of popu- 
lar pattern was paralleled with swatches of the cloth 
visible through diamond slits in the card upon which 
the water color was executed. 

Another innovation used to more forcibly impress 
upon the passer the rapid approach of warm weather 
was a stretch of real daffodils, growing just inside the 
front of the chief window. As Easter approached, a 
hint of Easter was conveyed through erection ofa 
tinted church window as the centerpiece of a display 
of spring wraps. Banked with palms and russus 
hedge, the daffodils in front and a pot of real Bou- 
ganvilliers nearby, it required but the aid of a light 


_ behind the multiple paned arched window to give the 


effects of stained glass to make the picture complete. 
As the spring business campaign progresses addi- 

tional instances of Mr. Tibbetts’ resourcefulness have 

been evidenced by displays of unusual character. 


Fabric Window by George F. Tibbetts for Forbes & Wallace, Springfield, Mass., With Appeal Based on Magnitude 
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The Window Turned Schoolmaster 


\ /k Facts Revealed to Passers by Belding Company 
Gives Firm Public’s Good Will 


By H. C. FIFE 
sales Manager, Cincinnati Office, Belding Bros. Co. 


ILK is silk. It may be good silk or silk that is 
not so good, but, nevertheless, it is silk to the 
popular mind, and it can be obtained from a 
multitude of sources. Facing this situation, and 
coufronted with the need for finding a device by which 
Belding Silk” might obtain a definite individuality, it was 
finally determined to turn schoolmaster to “His Majesty, 
the American Citizen,” and, as pedagogue, to stamp it upon 
his memory that the knowledge of silk which he had ob- 
tained was his through the courtesy and the forethought of 
the “Belding Bros. Co.” 
In this attempt it was necessary to enlist the aid of Beld- 





Belding Trim Showing Silk From Cocoon to Fabric 


ing dealer, and, as the displays which were planned were 
designed to promote his sales, this was not the hardest part 
»: our problem. More and more of these merchants as time 
rolls on have seen the wisdom of our course vindicated and 
have been sufficiently interested to “book” our displays as 
they would any entertainment device, convinced that, in- 
stalled in their windows, this unusual means of informing 
the masses concerning the little known facts of the silk in- 
dustry would result in community interest which would have 
a cashable value. 

The display consists of a group of six posters on which 
are mounted a series of photographs showing the evolution 
of the silk worm, how raw silk is prepared for the ‘market, 
and two: groups each showing different processes in the pro- 
duction of various threads and silk fabrics. 


Specimens of cocoons, raw silk, various weaving threads 
and bobbins, swift, shuttle, quills, used- in the preparation 
and weaving of silk are also shown. 

These articles, together with the photographs, give a 
comprehensive idea of the complicated processes used in 
the production of the “Queen of Fabrics.” 

Merchants using this display in conjunction with the 
finished dress materialsh and various sewing and embroidery 
threads, are able to make ‘attractive and instructive windows. 

\ttention of both adult and younger generation is gained; 
frequently we find the school children direct attention of the 
parents to this display. In some instances merchants have 
been asked to place the display in some departments where 
there is ample floor space, to permit that teachers may bring 
in their classes for its closer study. Advertising such as 
this cannot: be purchased at any space date. 

_ The entire display is packed in a flat shipping case, list- 
ing on the inside the items of the outfit and including cards 
tor the silk dress materials and silk threads manufactured 
by Belding Bros. Co. All of the distributing offices of this 
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Twelve Distinctive Creations in New 
Designs of Window Display Fixtures. 


“BUILT OF GENUINE WALNUT” 
In Plain, Decorated and Hand-Carved Styles. 


“FINISHED WITH LACQUER.” 


CARRIED IN STOCK FOR PROMPT 
SHIPMENT. 


IF INTERESTED IN EFFECTIVELY SOLVING YOUR 
DISPLAY FIXTURE PROBLEMS, WRITE FOR FULL 
PARTICULARS COVERING OUR COMPLETE LINES 



































One of a set of four Old Maps, Size 15’x20”, $10 each 


MvUsIc without overtones is flat, but with them 

is one of the world’s most powerful influences. 
A window display may seem fine, but without the 
necessary overtone it fails to produce the best 
results. 


A rich, old map is the kind of an overtone that 
raises the display above the ordinary and gives it 
power to sell goods. 


Use one of these maps in your window display and 
note the results. 


RUDOLF LESCH 


FINE ARTS 
225 FIFTH AVE. NEW YORK CITY 
Publishers of Finer Pictures 
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Manufacturers of High Class Wood 
Display Fixtures for the Trade 


LARGE MANUFACTURING FACILITIES ENABLE 
US TO MAKE ANY PERIOD DESIGNS OR 
STYLES IN ANY QUANTITY AT SHORT NOTICE 


EVER READY WOODWORKING CO. 
808 East 5th St. New York City 


























lllustrated is a camouflage Window Box, filled with Geranium 
Sprays, Begonia Plants, Sedium Sprays and Ivy Vines. 


No. 2158, 38x24 inches, complete $6.50 


For ORIGINALITY and 
ARTISTRY 


Mother Nature still holds her own. Nothing is more 
appropriate for window or interior decorations than 
the beautiful products of her magic hand. 


Our line of artificial flowers, natural prepared palms, 
plants and trees, are perfect reproductions of Nature’s 
own, and embrace those items most suitable for deco- 
rative work. 


Convince yourself by. sending 
for free colored Catalogue No. 2 


FRANK NETSCHERT, Inc. 


61 Barclay St., New York, N. Y. 
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firm carry a supply of these displays and they are supplied to 
customers without charge. 

Most of the displays are kept on the road, being for- 
warded from one account to another, and bookings are 
usually made several weeks in advance to assure having at 
time desired. Many merchants repeat once each season on 
the display, which proves it has drawing power. 

The display is also supplied to schools in some instances, 
helping to familiarize future patrons of the local merchants 
with the Belding products which he sells. 

This mode of advertising has been used for several 
years with gratifying results both to manufacturer and 
merchant. 





Florists Utilize Green Displays 


Ye Old Time Wheel and Mill Stream With Life 
in Miniature Are Shown in Window 

By EARL P. KLEPPINGER 

Display Specialist, Beatrice, Neb. 
OR every line of merchandise there are 
numerous special feature displays. Some 
of them may be hard to think out, but al- 
ways, if one persists, he will at last stumble 
on to an idea which will materialize into 
a feature display. 

This special display for floral shops is one that the 
writer has installed, and which has caused considerable 
comment and publicity. The mill wheel in this display 
was running continually; the pond at the foot of the 








mill contained a number of gold fish, tad poles and two 
large-sized frogs. The back of the window was screened 
off and. four canaries were turned into the window. 

Another original display produced by the writer for 
a sflorist firm is specially for those who “Say it with 
a local florist is especially suited for those who “Say it 
with Flowers” and offer a telegraph service. 

This consisted of a miniature nature setting with an 
electric flyer train, a depot and railroad yard at the 
far end being marked‘ Chicago,” and beyond the build- 
ings a miniature lake with a frozen waterfall. The 
center of the window was a level snow-covered plain, 
with here and there a small potted plant growing up 
through the snow. The railroad track and telegraph 
pole line from “Chicago” to the far west paralleled each 
other. 

At the opposite end of the window, high up in the 
snow-covered miniature Rockies, was “Denver.” 

In the center of the display was a large billboard 
which called attention to the fact that wire service was 
quicker and more satisfactory than train service. It 
read: “ Say it with Flowers by Wire.” 
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Making A Hardware Window Pay 


Versatility In Arrangement and Close Attention 
to Timeliness Vital Factors 


By PEARL HOLLOWAY 
L. F. Holloway Hardware Co., Fremont, Neb. 


T must never be forgotten that people remember 
what they see more readily than what they hear, 
and for this reason windows are of vital impor- 
tance and should be given the utmost care. They 

relect the true character of a store, and “strong” windows 
will inspire the viewer with a desire to know more of the 
store itself. 

Of course, the store which has modern, up-to-date windows 
holds an advantage over other stores, and in this respect we 
are handicapped, but we go ahead and do our best, since we 
cannot remedy this evil in our present location. We have two 
windows. The main one is large, but has a division line which 
interferes with using one continuous display. However, we 
have made backgrounds which enable us to use it as one win- 
dow or as two separate displays. Our smaller window is also 
supplied with a background which aids greatly in decorating. 

We endeavor to make our windows seasonable and to ob- 
serve, through them, national holidays. Sometimes we use the 
picture of Washington or Lincoln with only flags for decora- 
tion. At other times we add such merchandise as fits in with 
the day. For instance, the flag-draped picture of Lincoln 
as the background made the hatchets, axes and guns very 
prominent, For Decoration Day we have appropriate window 
cards, flowers and flags. Christmas, of course, is another 
matter, for merchandise is the main thing in such windows. 

We sell hunting and fishing licenses, also those for trap- 
ping, and our windows are so arranged as to suggest sports- 
men’s needs as the seasons for hunting, fishing and trapping 
draw near. One of the fishing tackle windows which at- 
tracted a great deal of attention contained a galvanized tank 
several inches in depth and about three feet long in which 
were a number of minnows and one whose waters floated a 
small tin boat with diminutive dolls as passengers. Back 
of this tank and at one side was a great variety of hooks, 
lines and bait. 

We have found that putting in a line of tools at a time 
when people are beginning to think of “tinkering” about the 
place will bring them into the store. Similarly, a display 
of preserving kettles as the fruit canning season approaches 
will remind the housewives that they need canning supplies. 
We have never made an attempt to check up accurately on 
the actual money value of any display, but many times several 
sales have been made in a very few hours after a window 
has been arranged. 

Then, too, we attempt to connect our windows with com- 
munity interests. If an athletic tournament is being held, 
we use athletic goods for displays and have cards made 
calling attention to what is going on in our city. If a con- 
vention is meeting, we bring that into our window work in 
some way. We want the people to feel that our windows are 
more than merely a place in which to put merchandise. 

Our purpose is to link our window trims very closely with 
our advertising. If our advertisement features laundry 
supplies, the window contains an array of washing machines, 
wash boards, baskets, clothes racks, boilers, tubs, and other 
articles which lessen the labor of the laundry, all arranged 
with a view to presenting an attractive window, not over- 
crowded, but impressive. If separators are being featured, 
the window contains one separator, also cream cans. 

\lthough we do use ‘freak” methods once in a while we 
are increasingly convinced that these are not of lasting bene- 
fit to the business and that windows which display merchan- 
dise and depend on the attractiveness of their arrangement 
rather than on something entirely foreign to business in- 
terests are of greater value than those which go outside. 
We do believe, however, that a moving object draws atten- 
tion more quickly than merely stationary articles. For this 
reason we frequently make use of a turntable which may be 
altered in many ways. Sometimes we place a tier of shelves 
on this, sometimes a pyramid of pans or kettles. It is im- 
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Window— 
Salesmanship 
experience 
that cost 
millions 


Made readily 


OF 
WINDOW accessible for 
you in one 


DISPLAY handy volume 
TART GPSS? FS 
ad 


TAFT’S 


Handbook 


of 
Window Display 


By 


William Nelson Taft 
Editor, Retail Ledger 


5x8, Flexible Keratol 
Binding, 428 pages, 
207 illustrations. 
Price $5.00 postpaid 


Here is the book you have been 
waiting for—the first real work- 
ing manual of window display 
practice—literally crammed from 
cover to cover with hundreds of 
sound, workable, proved-in-prac- 
tice ideas, kinks, plans and meth- 
ods for the practical display man. 


, JUST A FEW OF THE MANY 
= a QUESTIONS ANSWERED 
a —s ; 

—what will windows sell? 

—how can frosted windows be prevented? 
--huw should contrasting colors be handled? | 
—how can windows be used to stimulate curiosity? 
—how should windows of different types be lighted? 
—should the use of window and price cards be avoided? 
—what is an economical way of making Christmas candles? 
—how can motion be effectively added to a window display? 
—how can a store front or window be trade-marked ? ; 
—what effect does light have upon the sales power of a window? 
—should bargains or higher-priced goods be featured in windows? 
—what are tne 12 most important points about a window display? 


CHAPTER HEADINGS 
















HANDBOOK 





IRAW- HILL 
800 K CoM PANY 


I. The Eyes (and More) XI111. Draperies. 
of the Store. XIV. The Use of Real and 
II. What Is a Window Artificial Flowers 
Worth? and Foliage. 
III. The 12 Most Important XV. The Window in Con- 
Points of a Window. nection with the 
IV. Classification of Win- Store Front. 
dow-Displays. XVI. Window with Rela- 
V. Tying the Window to tion to Store En- 
the News. trance. 


VI. The Effective Use of XVII. How the Window 
Dealer Helps. : Should Be Lighted. 


VII. The Value of Motion. XVIII. The Effect of Light on 
VIII. The Use of Color in the the Sales Power of 
Windows. a Window. 
IX. The Use of Window XIX. The Lighting of Smal) 
and Price Cards. Store Windows and 
X. The Preparation of Win- : Stores. 
dow and Price Cards. XX. System in Connection 
XI. Window Backgrounds. : with Window Work. 
XII. The Selection and Care XXI. How to Dress Prize- 
of Wax Figures and Winning Windows. 


Other Accessories. XXII. Interior Displays. 
McGRAW-HILL BOOK CO., Inc., 370 Seventh Ave., New York 








McGraw-Hill Book Co., 370 Seventh Ave., New York. 
Send me for ten days? free examination: Taft’s HANDBOOK OF 
WINDOW DISPLAY, $5.00. I agree to return the book, postpaid, 
in ten days or to remit for it then. 


a 
a 
a 
3 
A 
t 
: Name 
7 
| 
a 
i 
a 
i 
| 
q 


Home Address....... 
NG Ss etek p eas Popp ee [> ate 


Position..=...2-.-. 


Name of Company......... E aa) sk ha es BPS hg 
(Books sent on approval to retail purchasers in U. S. and Canada 4 
only.) D. W. 5-1-26 § 






























At All Times We Carry a Complete 
Line of Plushes, Velours, Tapestry 
Panels and Other Needed Fabrics. 


WINDOTRIM FABRICS, Inc. 


36 East 21st Street 


Ask For 





Very Lustrous 


.|| Used to Good Advantage on Both Sides. 


For the 


Summer Time 
A New Seasonal Fabric 


HEARTSTONE 


36” Width 


701 
702 
703 
704 


and Can Be 














NOTE OUR 


NEW ADDRESS 


“Specializing in Fabrics for the Display Man” 


New York City 


























A COMMERCIAL | 
FIXTURE 


Consisting of 15” Shade 

(white enamel reflecting 

surface), Globe, Chain, 

Canopy and bie a com- 
plete for 


$3.75 


We manufacture reflectors 
for every purpose. Show- 
case and window refizct- 
ors, flood-lighting, picture 
and art gallery lighting. 


Sunlight Reflector 


Co., Inc. 
Establ. 1898. 


226-228 Pacific Street 
Brooklyn, N. Y. 





























WE MANUFACTURE 


ALANCES and DRAPERIES 


THAT MAKE YOUR STORE 
WINDOWS ATTRACTIVE 


Some of Our New Ideas Will Surely 


PROVE 


Send Us Your Window Measurements and We 
Will Forward Sketches, Samples and Estimate. 


YOURS FOR SERVICE 


CROWN CURTAIN Co. 


| 81 FOURTH AVE. 


Satisfactory to You. 


NEW YORK CITY 
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possible to dictate to another just how to use such equip- 
ment, for the need of the hour must govern the decision. 

We always endeavor to take advantage of window trim- 
ming contests conducted by the wholesale houses or manu- 
facturers with whom we deal. This not only brings the 
merchandise to the minds of our customers, but increases 
the knowledge our sales people have of these goods, for they 
cannot arrange an effective window display without learn- 
ing more of the material with which they are working. 

To us it seems-a foregone conclusion that a business 
house will make use of all display material furnished by 
manufacturers but it is possible that some may have over- 
looked the wonderful opportunities offered for increased 
effectiveness along this line. Almost every manufacturer is 
glad to furnish display material, and this material is the 
result of a great deal of study, far more than the average 
business man or any of his force can give to one subject. 
This material in the hands of a wide-awake window trimmer 
cannot fail to add to the business of the firm. 


Display At Par With Printed Ad 


Shoe Company Dealer “Help” and Retailer’s Body 
Concede This Status 








N advertising supply blank used by the Common- 
wealth Shoe Co., Whitman, Mass., makers of the 
Bostanian shoe, is a straw in the wind which 
indicates clearly the direction in which it is blow- 

ing. Alive, progressive and thoroughly anxious to provide 
their dealers with the latest and best means of building up 
business, they have produced a catalogue of selling plans, 
supported with a formidable array of display sales helps and 
practical display suggestions. It is in the manner in which 
these are listed that the importance of window display is 
brought to the fore. 

For the first time newspaper advertising and window dis- 
play are placed on a parity. In parallel columns are listed 
the items to be used in connection with these two divisions 
of business promotion. Risking the possibility of a degree 
of waste, this company has adopted a policy of sending a 
complete set of the featured window cards to every dealer, 
enclosing with them a set of price tickets devised for use 
in displays for which diagrams are submitted. 

Only a short while ago such a program would have been 
classed as hopelessly idyllic. Windows had to be dressed, 
of course, but as for considering them the equals and com- 
petitors of paid newspaper space, such a course was unthink- 
able to the majority of merchandisers. 

A translation of advertising into plain Saxon discloses 
it as “turning toward.” This is undoubtedly the proper func- 
tion of any form of advertising, but is reflected in window 
advertising with far greater certainty than in any other 
mode. The window reveals shape, cut, fabric, texture, and 
every other characteristic, truthfully and interestingly. It 
is at the source of supply. It suggests use and it beckons. 
It has the “turn toward” urge in its entirety. 

Newspaper and direct mail advertising are necessities, 
but they have their limitations. They can only say “Here 
we have a certain kind of goods; they are of such and ‘such 
material and they are priced at so much.” They may exer- 
cise price appeal and they may indicate quality that would 
be satisfactory for the purchaser's purpose, but before he 
buys he will insist on seeing and examining and assuring 
himself that the goods are as represented. The window 
shopper is practically at the buying stage when he enters 
the store. ; 

Recognition of this fact carries with it a visualization 0! 
greater possibilities. Quick turnover spells success for mer- 
chant and manufacturer. Hence both are realizing that 
their sales may be influenced largely by the effect of better 
selling displays. The sales promotion division of the Na- 
tional Retail Dry Goods’ Association in its latest “calendar” 
is laying stress on windows, direct mail, and interior display. 
This action also indicates a notable change in sentiment, 
the calendar of last year giving little heed to display adver- 
tising. 
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D- Diligence Is Cohen Formula 
n- Young Displayman Climbing Ladder Fast Attributes —_A ——__ + 
re Advances to Desire for Progress for B Sttex Window Dieplays 
etl A eine 
es ILIGENCE” is the formula that has brought to > a 
“y Al Cohen, displayman for the Woman’s Shop, 
a Springfield, Mass., a degree of advancement un- sf 
common to men of his years. Prompt utilization : 
7 of « pportunity has enabled him to climb from errand boy in 
DY the store’s shipping room to his present status as window ‘ 
a 
. 
ed 
is Make Your Window Attractive With |, 
he > 
ae Artificial Flowers ~*Glass Shelves Spot Lights ‘ 
e t| Artificial Fruit Glass Heel Rests Strip Lights 
7 , Baskets Grass Mats Stix-Wel Glue 
ws Background Papers Metalline Draping Tinsel Flitter 
f Borders Cloth Thumb Tacks q 
, Bilt-Wel Board ° Pedestals Valances 
Birch Bark Strips Papier Mache Velours ‘ 
, . Novelties di 
Card Holders ‘ : Velour Papers 
i : ‘ Price Tickets a { 
4 Chenille Roping Plush Vines 
Color Attachments oe Wood Carvings 
y : Reflectors 
Flood Lights : Wood and Metal 4 
4 Foot Lights Revolving Tables Fixtures 
n- Gatetine Scenic Paintings Wrought Iron { 
3 : Show Cards Stands 
ies Glass Stands ’ 
ch , 
Spring Catalogue No. 41 Now Ready 4 
€ 
“? | ‘ 
as, 
nd Doty & Scrimgeour Sales Co., Inc. 
ch 4] 148-152 Duane Street New York 
18 | Phones: Whitehall 2737-2738 
“Everything for Better Window Displays” ) 
is- I 
ed om > 3 5 e > 
ns 
2s An Exhibit of Lingerie Installed by Mr. Cohen ee . 
ef, man in a period of eight years, finding him at twenty-four Let $ Exchange Greetings 
- occupying a place of importance in his profession. . a 
The shipping room was not the limit of ‘Cohen’s horizon t th Chi C t 
= and he seized the first chance to gain greater usefulness as a a e cago onven 10n 
i general utility clerk. Willing to work and with a capacity 
a ior soaking up knowledge pertinent to modern merchandising, oo ast a Me at Booth D -<= == 
il he was soon assistant displayman, studying color harmony, " ° 
iy. draping and lighting effects with such purpose that before he 
x was twenty he had installed his first window and was a dis- O tal 
ea playman in his own right. =. oe 
sia Since taking over his presents work he has completely will be _ cheer- 
= changed his operations, installing new flooring in the win- fully sent upon 
7: ows, new backgrounds, new drapings, new lighting devices, iene 
; new figures and new fixtures, and his studio now occupies ¥ q 
~ iour times the space used four years ago. 
ye Personally, he has kept in step with these improvements, 
2 availing himself of the opportunities offered by night schools, 
a and by constant study and observation endeavoring to cover 
a the deficiencies in earlier school facilities. Friendly assist- 
“id ance of fellow-displaymen has constituted no small factor in 
pe the development of latent ability, and it is but natural that 
ye Mr. Cohen, in consequence, should feel under obligations. 
. Possibly this explains his interest in trade organization 
di which made him instrumental in organizing Springfield dis- 
; playmen and affiliating them with the International Associa- 
of tion of Display Men. He is now secretary of the local dis- 
a play club, formed in 1925. 
hat 
ter MAY COMPANY ENTERS ST. LOUIS 
va- Acyuisition of property at the northeast corner of Seventh Kl Di ] Fi C ] 
ar” and locust streets, St. Louis, Mo., by the May Departmer.. ee Isp ay ixture 0., nc. 
ay. Store Company is announced by its officials. The seven- M 
ae sai ten anufacturers 
nt, ‘tory Dolph Building, which is inventoried at $445,800, and 
er- . 'our-story structure adjacent to the Dolph Building on 172 Ailantic Ave. ROCHESTER, N. Y. 
Locus: Street, valued at $100,000, constitute the transaction. 
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An Usly Gap or a “Windowed Way ? 





Plaut’s, of Newark, Facing Construction Problem Turn Overhead 
Bridge Masking Excavation Work Into “Bridge of Sighs” 


By CHARLES R. ROGERS 


bridge of sighs and feminine oh’s and 

ah’s” is the characterization applied by 

the Newark Call to the novel windows 

installed by the L. S. Plaut & Co. during 

the construction of their new building. 
“These usually arise over some delectable bit of mer- 
chandise displayed in the show windows that line 
the unique windowed way.” 

The public interest reflected by this comment is 
based upon the bizarre manner in which the Plaut 
Co. seized the opportunity to capitalize a long 
stretch of space, rendered sterile for business usage 
while construction work was in progress. The base- 
ment for the new building, which adjoins their 
present establishment, was in the process of excava- 
tion when the company’s executives decided to utilize 
the overhead bridge, which the operations made nec- 
essary, for display purposes. Such a policy not only 
promised benefits from the spotlight in which it 
placed the featured merchandise, but it enabled the 
contractors to shut off from public view the unsight- 
liness of the huge cavity which the engineers were 
burrowing. 

The boarded front and overhead is no rarity in 
American cities, and the crudity of the pine board has 
long since vanished beneath the paint with which the 
progressive builder now shrouds it. But when the 
temporary bridge blossoms forth in an array of elab- 
orate shop windows, artfully trimmed, the public is 
instantly interested. Custom points otherwise; it 
simply isn’t done. 

The Plaut innovation consequently won immediate 
attention. Traffic through the blue and white pedes- 
trian bridge at once became congested as feminine 
passers involuntarily halted to survey during the 
midday the unwonted brilliance of the illuminated 
displays. Six windows appear along this barricade, 
giving the appearance of a modern store front. Yet 
only a few feet to the rear of this glassed splendor 
the steam shovels are at work and tons of earth are 
being displaced as the foundations of the new fashion 
mart are laid. 

The same care that is used in draping the. Plaut 
store windows is exercised in these temporary make- 
shifts. Nor are they mere cubbyholes. Four of the 
windows are fifteen feet long, with a depth of four 
and a half feet and a height of eight feet. The same 
dimensions are followed in the two remaining save 
for an increase in length that gives them each a total 
frontage of twenty feet. 

Brother merchants along Broad Street were quick 
to acknowledge the adroitness of this move and ex- 
tended their thanks and congratulations to the store 
management for their deft handling of the bridge 





Plaut’s Blue and White “Windowed Way” 


situation. The Broad Street Merchants’ Association 
offered their commendation officially. 


It is curious to note that six hundred miles away 
in Buffalo the Hens & Kelly store was resorting to a 
scheme of like purpose. While their new building 
was being completed business was conducted as usual 
on the ground floor. For five years a unit has been 
built each year and not once during this time was it 
necessary to suspend business. An entrance to the 
Main Street store front was always maintained, and 
through the use of temporary windows the store front 
was kept presentable. 

Not only from the standpoint of immediate bene- 
fits is such an improvement valuable, but by virtue 
of the sense of relief afforded the hosts which must 
traverse the business district, prestige is created. The 
ragged ugliness which ‘a gapping hole in the heart of 
a business center occasions may be offset by an un- 
ostentatious mask of painted wood, but when to this 
is added the symmetry and grace which is the cus- 
tomary accompaniment of the modern show window, 
the throng of humanity which mulls by is consciously 
relieved. Just as coat of white on a dark factory 
wall gives new spirit and zest to the operatives, the 
city dweller is pleased to see the ghastliness of the 
skeleton of the new structure, the moil and debris of 
building and the slush of cement reinforcing con- 
cealed by bright new merchandise. In the merchant 
who takes cognizance of this attitude he discovers @ 
public benefactor. 





TO DOUBLE WINDOW FRONTAGE 
Dils Bros. & Company, Parkersburg, W. Va., have take? 
over the building adjoining their present quarters and will 
remodel the entire front so that it will be one single unit 
This will give them double their present show window 
frontage. 


May, 1926 
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Sweater Facts Made Clear 


Prise-Winning Window C ouples Superiority of 
. Product with Plant Origin 


HYSIOLOGISTS have long known that the nerves 
which control the eyes are many times the size 
of the auditory nerves through which the sense of 

——, hearing is sustained. This salient fact has been 
dweit upon by some of the foremost psychologists of the 
couitry as the explanation of the superiority of an ocular 
der:onstration over oral argument. No less an authority 


so 
; 
be 
4 
; 

i # 





Haugen’s Version of “Jersild” Strength 


than the late Hugo Munsterberg found it expedient to test 
this conclusion by a series of experiments in which .the 
members of his classes were used as subjects. 

The information that was conveyed verbally to one group 
was transmitted through demonstrations to a second unit. 
Check-ups revealed that far more of the facts communicated 
were retained by the subjects of the ocular demonstration 
than by their competitors. The results were so compelling 
that the late John Patterson of the National Cash Register 
Co. is. said to have built subsequent sales programs around 
this idea utilizing every opportunity to enable his salesmen 
to ram home the cardinal points of their sales story through 
the assistance of tangible sales aids. 

That the Jersild Knitting Co., Neenah, Wis., appreciates 
the value of demonstrable sales appeals may be drawn from 
the inspired windows which were produced during their re- 
cent display contest. Ten points of relative strength in 
sweater construction were emphasized, tapes leading from 
the glass window directly to the parts of the specimen gar- 
ment illustrating this superiority. A pair of balance scales 
suspended in the center of the display brought out forcibly 
the amount of wool required for a single garment. 

Stores throughout the United States participated in the 
fight for honors; the distinction of first place finally going 
to Hugh Gordon, displayman for the McVicar-Howard Cloth- 
ing Co., Wichita, Kans. The second prize went to “Haugen’s 
Store,” Hudson, Wis., whose faithful interpretation of Jer- 
sild policy..in production and sales was highly commended. 
The origin and expansion of the company was illustrated in 
an unusual ‘manner, the “Golden Rule” code of business 
ethics framed by the Reverend Jersild at the time of the 
company’s organization being recalled by a miniature church 
which occupied the left wing of their window. To the right 
was placed a model of the present Jersild mill showing the 
Stowth which has been experienced since 1895. In the center 
the usual characteristics of the Jersild display were notable. 





NOVEL EFFECT FOR SHOE. SALE 
The Jones Brothers.Shoe Store, Pine Bluff, Ark., attribute 
the s iccess of a recent clearance sale to the novel manner in 
whic i the show windows were handled. The plate glass was 
pain: d red,*except for a large, mirror-like space left un- 
Pain' d, through which pedestrians might view the displays 
of shoes, Red hands were apparently holding up the rec- 
tang: ‘ar clear space the appearance being of a huge display 
card. Passersby generally were stopped by the effect and the’ 

succes of the event was assured. 














“EDDIE STONE” 


NNOUNCES to the 

A display field in gen- 
eral that our fabrics can be 
purchased through any 


fixture house in America. 


F you should be a re- 
tailer desirous of» 

purchasing any of our 

drapery materials, such as 


Menray 
Green Grass Plush 


Mendeline 
Diamond Drapery 


etc., for window uses, it 
will be to your advantage 
to request our merchan- 
dise through your nearest 
display fixture house. 


MENDELSOHN'S 


Textile Corporation 
156 West 45th St. New York City 


QUALITY + SERVICE = SATISFACTION 


N. B. To fixture firms who desire to handle our 
line we will gladly send full sample sets upon request. 
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Like working with Way: 
the rainbow! _ 


You never saw anything to equal the 
stunning new colors in Reed’s Crepe 
Papers. Brilliant, glowing, glorious—as 
a winter sunset. Or as soft as a dawn in 
June. Holiday colors. And colors for 
the days between. If you are an expert 
decorator, they will give your genius full 
play. But you don’t have to be an excep- 
tional artist at decoration to appreciate 
Reed’s Crepe Papers. You'll find an 
inspiration in every fold. 

There’s a lot of practical suggestions, 
too, in our free booklet, ‘“Window Dress- 
eing Made Easy.” It’s for experts as well 
as those who aren’t so expert. Write for 
it. For ten cents in coin or stamps we 
will also send you a booklet worth many 
times that sum to any decorator. . It is 
entitled ‘Color Harmony with Reed’s 
Crepe Papers” and contains among other 
things a very valuable color harmony 
chart. If you have special problems, 
bring them to the attention of our 
Window Trimming Service Bureau. 
C. A. Reed Company, Williamsport, Pa. 


REEDS 


Crepe,,Papers 
Crepe Paper Lavors 





The colors on this page do not begin 
to approximate the remarkable 
tones, the brilliancy, the liveliness 
in Reed’s Crepe Paper colors. You'll 
have to see the actual goods to 
realize how unusual they really are. 


Get Reed’s today. 
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Notes from the Display Service Field 
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J. E. Boothroyd, who has been serving quite a list of 
national advertisers with a display service in the Northwest, 
with headquarters at 217 Trent Ave., Spokane, Wash., an- 
nounces now that he is covering the entire eastern half of 
Washington, the northern half of Idaho, south to Lewis- 
ton, Idaho, and LaGrande, Ore. Among the accounts Mr. 
Boothroyd has been handling are Liggett-Myers Tobacco 
Co. Golden West Coffee, Standard Oil Co., and a number 
of cigar and candy manufacturers. 


Michael Latz has purchased the interest of his former 
partner, Wm. H. Wenger, in the Display Men’s Service Co., 
formerly conducted at 916 Garfield Ave., Chicago, Ill., and 
has expanded his service, opening the Chicago Window Dis- 
play Installation Service at 179 North Wells St. Mr. Latz 
is an associate of the Window Display Installation Bureau. 


E. Preston Browder, formerly well-known display man- 
ager of the Kobacker stores, Buffalo, N. Y., and who for the 
past year has been conducting the Windo-Craft Display 
Service, 35 N. Division St., Buffalo, moved into larger and 
better quarters May 1 at 32 East Genesee Street. Mr. Brow- 
der has fine new show rooms at this new location, and, in 
addition to his many local merchandise display accounts, is 
building up a very successful business on displays for na- 
tional advertisers. He is handling the Pepsodent, Flit, 
Peterman’s, Toddy, Feminex, Sangrina and Vernor Ginger 
Ade campaigns at the present time. 


J. M. Upchurch, prominent southern displayman, has 
low expanded his business, establishing the Southern Deco- 
rating Co., with headquarters at 907 West Lenoir St., Ra- 
eigh, N. C., and covering the entire state. 


Frank R. Sodaro, Portsmouth, O., has dissolved his part- 
lership with Fred M. Stewart and will conduct the window 
lisplay branch of this advertising business heretofore known 
ps Stewart & Sodaro, while Mr. Stewart will devote his 
ime to the advertising distributing work formerly handled 
by the firm. Mr. Sodaro’s headquarters will be at 618 
ohn Street. He will continue as the associate of the Win- 
low Display Installation Bureau at that point. 


Joseph W. Katz, who has been conducting the Cleveland 
Vindow Display Service, 12712 Arlington Ave., Cleveland, 
).. will henceforth use that address as his warehouse and 
istributing point, and for the transaction of business and 
Ookings has established a downtown office at 1384 West 
sixth Street. 


Selmers Peterson and Rex McWhitter, of the Haas-Ba- 
ch Co., Los Angeles, Cal., have created an entirely new 
ackground for the displays for Bagdad Coffee, carrying a 
It of true Turkish life. 


United Window Display Service, Los Angeles, Cal., have 
ecured a nice contract for window display installations for 
Porton Salt. Much activity is evident in window display 
ork on the Pacific Coast. 


Wm. H. Wenger, manager service department, The Tuttle 

fess Co., Appleton, Wis., gave an interesting demonstra- 
on on the use of crepe paper for display purposes at the 
ces of The DISPLAY WORLD, Cincinnati, O. For this 
Itpose the standard size, dummy window was used, and 
‘event was enjoyable and instructive to the large gather- 
8 of displaymen and advertisers that attended. Luncheon 
eS served and a fine spirit of fellowship prevailed. 
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Ezra M. Gjerset and Gar. W. Strick have formed a part- 
nership to be known as the Arrowhead Advertising Co., 
Chisholm, Minn., and will specialize in window display in- 
stallations for both local and national advertisers. This 
concern will cover the entire territory adjacent to Chisholm. 


George A. Smith, the well-known window display spe- 
cialist, has moved to 250 West Fifty-fourth Street, New 
York City, where he now occupies much larger quarters. 
This removal was necessary owing to the increased volume 
of his business. 

John S. Seardefield has severed his relations with the 
firm of Grossman & Scardefield, display service specialists, 
Pittsburgh, Pa. The business will continue under the same 
style as heretofore under the management of Herbert Gross- 
man, who is now sole proprietor. Mr. Scardefield expects 
to locate in Chicago. : 


E. H. Siney, manager, United Window Display & Sales 
Co., Los Angeles, Cal., reports that his company has found 
it necessary to move to larger quarters at 5832 South Hoover 
Street, where better facilities are provided to serve their 
clients. 


C. E. Brown, of the Window Installation Service, Beau- 
mont, Texas, was wreathed in smiles late in April and his 
generosity in passing out cheroots astonished his friends 
until the cause was ascertained. It was all on account of 
C. E. Brown, Jr., a husky nine and one-half pound youngster 
who joined the Brown family circle on April 22. 


George A. Strief, Jr., has discontinued the Regal Adver- 
tising Agency, Cleveland, Ohio, and has accepted the posi- 
tion of dealer service man for the Cleveland territory for 
Lever Bros. Co., makers of Lux, Rinso, Lifebuoy and other 
soap products. He is putting in some excellent windows 
and finds the grocery trade more receptive than ever before 
to the installation of manufacturers’ displays. 


P. E. Lindsay, who formerly operated the Rhanney Serv- 
ice, Lincoln, Neb., has changed the name to the Lindsay Dis- 
play Service and has enlarged his quarters at 2714 Dudley 
Street. In addition to the installation of window displays 
for national advertisers, Mr. Lindsay is dealing in party 
favors and crepe paper decorations and makes a specialty of 
this work. 


J. H. Bayley has established the Advance Display Serv- 
ice at 166 Ogden Avenue, Milwaukee, Wis. 


Samuel Friedman, formerly a prominent window display 
artist of Birmingham, Ala., and whose wife has conducted 
the Augusta Friedman Shop, Inc., in that city for quite a 
number of years, has established a window display service 
at 208 Clark Building, Birmingham. He will specialize in 
the installation of window displays for national advertisers, 
but will handle window display work in all its branches, 
and, as Birmingham has been without a service of this char- 
acter, Mr. Friedman has the earnest cooperation of all the 
local merchants. 


Paul E. Black, of the Paul E. Black Window Display 
and Advertising Service, Herrin, Ill., is now serving a large 
number of national advertisers, as well as retail dealers 
throughout southern Illinois. He covers this entire lower 
section of the state and is building up a successful service 
in addition to handling artificial flowers, fixtures, etc. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 
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“NAD Service for Advertisers” 


BOSTON 


and Points Within 100 Miles 
Window Displays Sign Painting House to House 
Installed and Placing Distributing 


National Advertising Distributors 
45 WINSLOW STREET BOSTON, MASS. 


A Complete Window Display Service for National Advertisers 


COLUMBUS, OHIO 


100 Drug Store and 250 Grocery Windows Available, 


F. ALTMAN & SON 
139 East Rich St. Bell Phone: Main 7756 
Associated with Window Display Installation Bureau. 


TUCSON, ARIZONA, AND VICINITY 


FRED J. CODD ADVERTISING SERVICE 
P. O. Box 1681, Tucson, Ariz. 


A complete Window Display Service for National 
Advertisers. House to house distributing. Personal 


PHILADELPHIA 


and surrounding points, 
Window Displays Delivered and Installed for National Advertisers. 
We Specialize in an “ALL YEAR ROUND” Service. 
Associated with Window Display Installation Bureau. 
Installation Capacity 500 Displays per week 
. For Further Information and Quotations Write to 
SAMUEL J. HANICK, 1214 Race Street, Philadelphia, Pa. 














Place Your Window Displays in 
Eastern Indiana With 


FORKNER ADVERTISING SERVICE 
ANDERSON, IND. 
We Cover Anderson, Marion, Elwood, Muncie 
and New Castle 


BUFFALO 


350 Drug Store and 850 Grocery Store Windows 
Available. Consult 
E. Preston Browder, 


WINDO-CRAFT DISPLAY SERVICE 
35 North Division St. Buffalo, N. Y. 


NEW YORK 


NEW JERSEY—CONNECTICUT—PENNSYLVANIA 
Window displays delivered and installed for national advertisers. 
Market analysis—Surveys—Sampling, etc. 

Write for data and references. 


ACME WINDOW DISPLAY SERVICE 
H. J. Cox, Manager, Formerly with the Woman’s Home Companion 
246 Fifth Avenue Telephone Ashland 9600 New York City 











Complete Window Display Service for National Advertisers 


Cleveland, O.—Pittsburgh, Pa.—Toledo, O. 


SURROUNDING POINTS 
Campaigns Planned—Guaranteed Service 


WHITMER DISPLAY SERVICE 
Ellastone Building Cleveland, Ohio 


PIONEER DISPLAY SERVICE 
FRED W. WEBER 


INDIANAPOLIS, IND. 

A complete merchandising service put on in conjunction with 
your display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better Busi- 

ness Bureau. 
Offices: 824 Continental Bank Building 
Member, Window Display Installation Bureau. 








LOS ANGELES 
LONG BEACH—HOLLYWOOD—PASADENA 


A Complete Window Display and Merchandising Service 
for National Advertisers. 


9 e e e 
Stevenson’s Window Display Service 
OFFICE: 275 ORANGE AVE., LONG BEACH, CALIFORNIA 
Associated with Window Display Installation Bureau. 


NORTH CAROLINA 


Where Prosperity Reigns 
A Complete State-Wide Display Service for National Advertisers 
Associate with Window Display Installation Bureau 


J. M. UPCHURCH 


Display Specialist 
907 W. Lenoir St. Raleigh, N. C. 


ABEGGLEN’S DISPLAY SERVICE 
822 S. Weaver Avenue 
SPRINGFIELD, MO. 

A complete window display service for national 

advertisers. 


Associate of Window Display Installation Bureau 


ROCHESTER, MINNESOTA 
in the State With 10,000 Lakes 
Has the Window Service You Want 
The Oldest Service in the State 


Rochester Window Service 
802 Fourth Street, S. E. N. K. Markle, Director 


CINCINNATI 


Dayton Springfield Louisville 


An Efficient Window Display Service for Local Merchants and 
National Advertisers. 


WINDOW DISPLAY SERVICE OF SO. OHIO 
Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau. 
ST. JOSEPH, MO. 
and Vicinity 
MEYER WINDOW SERVICE 
315 Schneider Bldg. 


Window displays delivered and installed for National 
Advertisers. Fine Show Cards for Displays. 


SEATTLE 


Complete window trimming campaigns in Seattle and outside 
territory from Bellingham to Olympia. Sketches furnished. Scenic 
Artist. Process Plant. Booths, Floats and Halls trimmed to order. 


PRATHER-MARQUIS CO., Inc. 


Office: 405 Douglas Bldg.—Elliott 6780 
Plant: 1401 Dexter Ave.—Garfield 8460 
SEATTLE, WASH. 


ALL OVER -WEST VIRGINIA! 


Complete window display service for national adver- 
tisers by competent, intelligent displaymen; service and 
quality guaranteed. 


The Palette Advertising Service 
321 Wolk-Teitelbaum Bldg., Clarksburg, W. Va. 


























It Is Our Business to Help Your Business 


MERCHANT’S WINDOW DECORATING 
SYSTEM CO., Inc. 
375 Marlborough Road, Brooklyn, N. Y. 
Telephone: Buckminster 5010 J. G. Waters, Pres. 


Autos covering New York City, Brooklyn, Long Island, New 
York, and New Jersey suburbs surrounding Manhattan. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 








Manufacturers’ Window Display Service 
Covering for 
STATE OF CALIFORNIA National Advertisers 
CAMPAIGNS A SPECIALTY—STEADY SERVICE 
Any Part 


THOMPSON & PARMLEY 
112 SENTOUS STREET, LOS ANGELES, CAL. 





J.D. WILLIAMS DISPLAY SERVICE 


Brooks Building, Jackson and Franklin 
CHICAGO 


Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 





ROCKFORD, Window Display Advertising 


ILL. Sho’ Cards E 
vic 
BELOIT, Av sEF ' 
wis. pisPl exve 


gE DIG av 
JANESVILLE, TEBE? pone es sconst® 





and surrounding 
cities Vernon H. Jones, Mgr. 











PHILADELPHIA and PITTSBURGH 


Complete Display Service Throughout 
Pennsylvania, New Jersey, Maryland and Delaware 
For National Advertisers and Local Merchants. 


-W. H. LINGENFELTER 


5931 Windsor Ave., PHILADELPHIA, PA. 





Window Display Installation Service 
for Local and National Advertisers Covering 
BEAUMONT, PORT ARTHUR, ORANGE, TEXAS, 
LAKE CHARLES, LA. 
C. E. BROWN, Mgr. 


P. O. BOX 944 BEAUMONT, TEXAS 
Associate Member Window Display Installation Bureau 





@f you are operating a display service and you are 
] looking for business from national advertisers— 
you will find an ad of this kind in the HONOR 


ROLL OF DISPLAY SPECIALISTS a great asset. 


Write for further particulars. 








L. I. Dupuy, who formerly conducted the Dupuy Win- 
dow Display Service, following the sale of his drug store 
in Helena, Ark., has now established a service under the 
same name at 141 South Main Street, Memphis, Tenn., .where 
he has his headquarters with the Govan-Brown Drug Co. 
Mr. Dupuy is an expert displayman and is giving Memphis 
a service long needed in the installation of window displays 
for national advertisers. 





Godfrey H. Van Aller, Broad and Charleston Streets, 
Mobile, Ala., has taken up window display installation 
work and succeeds the service formerly conducted by W. H. 
Pearce in that city. 





S. L. Langman, who has conducted the Langman Display 
Service, 495 East 105th Street, Cleveland, Ohio, for the past 
four years, devoting his time solely to the installation of 
merchandise displays for Cleveland merchants and chain 
stores, is branching out with a division devoted to window 
displays for national advertisers and expects to build up 
quite a successful service in that direction. 





Smith’s Show Window Service, 24 Division Avenue, N., 
Grand Rapids, Mich., is now installing window displays for 
national advertisers in addition to its regular line of back- 
grounds, air brushed show cards, and local window display 
service, 

A. H. Wheeler, of the A. H. Wheeler Advertising Service, 
Ray Building, El Paso, Texas, is handling the Sangrina and 


Iodent window display campaigns at the present time and 
reports considerable activity in the city near the Mexican 
border in national advertising work. 





W. N. Stapleton, who operates the Sawyer Sho Card 
Service, 207 Ault Building, Tulsa, Okla., has added a win- 
dow display department and is now installing displays for 
national advertisers. 





Dasch Brothers, 4631 Filmore Street, Pittsburgh, Pa., re- 
port considerable activity in the territory they cover in the 
installation of window displays for national advertisers. 
The firm consists of J. L. and L. H. Dasch, who were for- 
merly connected with the firm of Grossman & Scardefield, 
as displaymen. 





N. E. Parten, Western Display Service, 494914 Pasadena 
Ave. Terrace, Los Angeles, Cal., reports that he is now 
working two display crews and covering all of southern 
California every two weeks. The crew has a capacity of 
up to 100 window displays a day for national advertisers 
and has been kept busy. 





E. Burton Acuff, a promising young displayman, has 
established a window display service covering the tri-cities 
of Rock Island, Moline, Ill, and Davenport, Iowa, with his 
headquarters at 2810 Seventh Ave., Rock Island. He is also 
representing the Window Display Installation Bureau in the 
three cities. 





EXCELSIOR WINDOW TRIMMING € 


oer TEL WATKINS 9413 -e=p= - and 
Expert Workm anship Guaranteed PICTORIAL 


103 WEST 14th ST- 


PROCESS 
W ORK. 


POSTERS 
NEW YORE: N’-Y: 
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SHINES ALL NIGHT 
LUMINOUS . 


| RADIANA | 
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REC US.PAT OFF. 


PAINT 


MAKES WINDOW DISPLAYS AND ADVER- 
TISING SIGNS GLOW BRIGHTLY IN THE 
DARK AND WORK 24 HOURS A DAY. 


COMES IN FIVE COLORS: 
Red, Yellow, Green, Orange and Gold 


“RADIANA” Luminous paint is not to be confused with Radium 
paints, as “Radiana” has for its base ‘Sulphide of Zinc,” a harm- 
less metallic salt which has the property of absorbing rays of light 
and giving them off again in emanations which are visible in semi- 
or total darkness. There is no Radium whatsoever in “RADIANA.” 
The only genuine “Radiana” used exclusively by_ the Folies 
Bergere, Casino de Paris, etc., and in the U. S. by Ziegfeld Fol- 
lies, Music Box Revue and many vaudeville acts, etc. 


TRY IT OUT—FOR ALL USES. Sample Vial of any 

of the five colors, mailed you on receipt of................ 
While ordinary paints offer great difficulty in showing luminous 
effects of nature, the use of ‘Luminous RADIANA Paint” gives 
realistic sunsets, moonlights, glitters on waters, lightings from 


windows, etc. Write for quotations for quantity lots. 
SBR RR BRR SSS SSS SBT FSS SSS SS SSS SSS Sees ee 


THE RADIANA CORP., 41 Union Sq. West, New York City 

Enclosed find Money Order or Check for $3.50 for which please 
send me Postpaid, your “Special Offer” Trial, Sample Outfit box 
of “RADIANA” Luminous Paints in 5 different colors ready for 
use, including: 2 vials water thinner. One small mixing cup, one 
Camel’s Hair Quill Brush. Samples and illuminated Background, 
with instructions, all complete. 
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SILK PLUSH 
and VELOUR 


Cut in Required Length 


Avoid waste of yardage, time and labor. You can 
get your plush in any desired color from us in 24, 
36 and 50-inch width, cut to specified lengths. 


“Prompt Deliveries” and “At Right 
Prices” Are Our _ Slogans. 


NATIONAL DISPLAY FABRICS CO. 
7 West 3rd Street — New York City 


s sais 9 
Dov ELECTRIC TURK TABLES 


DisPLAY «> SELL MORE. GOODS! 
Electric cost 3 cents per day—Capacity over 100 lbs. 
Fully Guaranteed—Write Today. 


I “seers, ELECTRIC WINDOW SALESMAN CO.“ seston” @ 
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Rubber Covered and Wire 
Easels or Stands 
Fruit Set Racks, Brass Plate 
Hangers, Punch Bowl Hooks, etc., 
for DISPLAYING Plates, Bowls, 
Pocket Books, Boxes, Pictures, 
etc. Manufactured by For Plates For Bowls 


M. FINKELSTEIN, 570-572 Grand St., New York City 


TELEPHONE: ORCHARD 9347 
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William J. Morrison, 250 Lane Avenue, N. W., Grand 
Rapids, Mich., is now operating a very successful window 
display service in that city, having taken up the work for- 
merly conducted by Fred Van der Vries as associate of the 
Window Display Installation Bureau. Mr. Morrison has 
been display manager at Leo Sandles’s Store in Grand 
Rapids for the past fourteen years and is favorably known 
by displaymen throughout the Middle West. 

H. H. Hoke and F. M. Frye, who have been operating 
Frye’s Service, Charleston W. Va., for some time past, have 
just taken up representation of the Window Display [p- 
stallation Bureau at that point and have moved into larger 
quarters at 203 Mutual Building. In addition to handling 
window displays for national advertisers, they also serve a 
clientele of local merchants in Charleston and other cities. 
They are planning to operate crews of displaymen through- 
out West Virginia and in Virginia as far east as Lynch- 
burg and Roanoke. They specialize in show cards, back- 
grounds, plaques and window displays, both for local mer- 
chants and national advertisers. 





Paul G. McKenna, who formerly operated the Omaha 
Window Display Installation Service, is now located in 
Washington, Ind., where he has accepted a position as 
display manager of the Hammersly Store. 

Jack H. Huber, 725 Harrison Ave., Fresno, Cal., is now 
operating a display service covering all points from Fresno 
- Bakersfield and reports a successful start in his new 
eld. 





B. B. Lovins, president of B. B. Lovins, Inc., has added 
a window display department in charge of an efficient dis- 
playman to his advertising agency conducted in the Coal 
Exchange Building at Huntington, W. Va. Mr. Lovins 
also expects to cover considerable surrounding territory, 
reaching as far west as Portsmouth, Ohio, and as far north 
as Wheeling, W. Va. 





Glenn A. Lee, Artcraft Display Co., 7 Eaton Place, Bing- 
hamton, N. Y., has just established a branch in Utica, which 
will also cover Syracuse. Mr. Lee has a very capable 
assistant in R. J. Dickinson, who will be in charge of the 
Utica-Syracuse branch. Window displays for national ad- 
vertisers are featured by this firm. 

Harry W. Hoile, well known as treasurer of the Inter- 
national Association of Display Men, and for five years 
display manager of the Rorabaugh-Brown Dry Goods Co. 
of Oklahoma City, Okla., has resigned his position with 
this firm and is entering the window display service field. 
His resignation became effective May 1. 





Herbert M. Copellman, general manager of the New 
England Window Display Service, which he recently estab- 
lished at 161 Massachusetts Ave., Boston, Mass., announces 
that he is establishing branches throughout the New Eng- 
land territory and will cover Portland, Biddeford, Bath and 
Bangor, in addition to Burlington, Vt., Nashua and Ports- 
mouth, N. H., and all cities in Massachusetts and Rhode 
Island, specializing in displays for national advertisers. 





J. W. Manke, 922 Avon Street, LaCrosse, Wis., has taken 
on the installation of window displays for national adver- 
tisers in LaCrosse in addition to his other work, the irat- 
chise for that city in the Window Display Installation 
Bureau being turned over to him by Carl Semsh, of the 
Semsh Display Service, whose other duties, particularly 1™ 
the fixture and flower field, made it impossible for him to 
devote time to the installation work. 





Otto W. Plack, 52 South Cameron St., Harrisburg, Pa. 
is planning to establish a window display service in that 
city, following his successful handling of the display ¢am- 
paign for the Reed Candy Co., and he will specialize i” 
similar work for other national advertisers. 
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From the Altar to the Honeymoon 


(Continued from page 20) 


bride's dress. They, too, had little dresses of rope d’ 
steel, pearl bead trimmed, the high waist line and all 
of that—reproduced in every detail, even to the long 
sweeping skirt. 

()f course, the groom had a window to himself, 
although according to tradition he isn’t frightfully 
important. 

\ window which delighted the heart of every 
young bride-elect was devoted to lovely lingerie and 
negligees. A myriad of new ideas in dainty under- 
things was shown in a range of new shades and com- 
hinations. Beautiful undergarments of the most deli- 
cate hues and hints were shown on a chaise lounge 
trimmed with gold lace, ermine and dozens and dozens 
of soft, billowy ostrich feathers, with a touch of color 
given by bright taffeta pillows. 

Now for the wedding dinner. A brilliant setting 
was provided for this window. The table was set with 
an elaborate hand-made Italian table cloth, with Reti- 
celli (cut work) point de Venise medallions and filet 
lace. The point de Venise medallions represented the 
“Triumphal March” in the early Roman days; the 
filet medallions were taken from the “Dance of the 
\vmphs.” On this beautiful tablepiece stood stately 
candles, thirty-six inches tall and graceful as a church 
spire. The wedding cake was not shown, but a clever 
bridal carriage, drawn by two horses, was used, the 
whole being made of candy, even to the figures of the 
bride and groom riding inside. 

Honeymooning! The memory ever lives in the 
thoughts of every bride. In this window the happy 
newlyweds were depicted on the deck of a gigantic 
ocean liner, bidding adieu to hundreds of well wishers 
down to “see them off.” The clothes they should wear 
and how they should wear them were all shown au- 
thentically, tastefully and interestingly. Other win- 
lows displayed accessories for the bride—hose, shoes, 
handkerchiefs, and the like—all in keeping with the 
auspicious occasion. 

Jade green formed the backgrounds of all the win- 
dows, relieved by medallions of bridal costumings of 
twenty-three nationalities, which were painted into 
these “props.” 

Months of preparation, research, planning and 
visualizing were necessary to pave the way for the 
seventeen windows which made up this group, but we 
believe that the people of central Ohio were grateful 
lor the effort which was made to aid them in meeting 
the exigencies of the occasion through depicting, in 
an unstilted fashion, the accessories which are fitting 
and modish for 1926 weddings. 





EVERSHARP SEEKING TO CAPITALIZE WINDOW 
The Wahl Co., Chicago, Ill, makers of Eversharp Pen- 
cls and Wahl Pens, are following up a successful window 
“ontest_ recently concluded with an energetic campaign to 
obtain frequent displays as a means of stimulating business. 
Iwo specimen displays are shown in the March-April issue 
ty “Eversharp,” a house organ distributed to retailers. 
Details of value to the displayman are recorded with ex- 
treme care, the difficult stunt of- getting a perpendicular 
‘tt-up” on the pencils being given special attention. 
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With Color-Lite, $13. In- 
cluding 4 gelatines, one each, 
red, blue, green, amber. 
Portable base, $1 extra. 
For your special window displays you should have “Pittsburgh” 
WINDO-SPOT with Color-Lite equipment. Write for free 
booklet—“Show Window Lighting.” 


PITTSBURGH REFLECTOR COMPANY 
403 Bowman Bldg., Third and Ross Sts., Pittsburgh, Pa. 


Pittsburgh” 
REFLECTORS 
STAY BRIGHT 























It Identifies You— 


and Indicates Your 
Display Importance 





Didn’t it ever occur to you that by receiving The 
DISPLAY WORLD regularly each month you at 
once identify yourself with the leaders of your pro- 
fession—that distinguished group of alert men of 
action who represent the progressive element of the 
display profession? 

The DISPLAY WORLD costs but $2.00 for a full 
year’s subscription, less than 18c per copy. A single 
idea taken from one issue will sometimes be worth 
more than the entire subscription price. 


You can get on the subscription list NOW, if you 
use the order blank. 
SUBSCRIBE TODAY! 


The Display Publishing Co., 
Cincinnati, Ohio. 





Gentlemen: Enclosed find $2.00, for which enter my name 
on your subscription list for a full year’s subscription—twelve 
issues—beginning with the next issue. Address magazine as 
follows: 


Name 


POPOSe els Pec ic Moke eked. 


2 TRE AB acy CRE ot eo ; ee ee ee 


Note.—Remittance by check requires 10c additional for ex- 
change. 
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[llumination--- 


We are specialists in this 
field. Continuous research 
by experts, over a period 
of time, makes it possible 
° for us to supply efficient 
and enduring reflectors, 
spotlights, and other 
equipment to light your 
show windows perfectly. 


Suw-ead 


inc. 


Lighting Products 


119 Lafayette Street, New York 











Designers and 
manufacturers 
of valances— 
draperies of 
the better kind. 
Samples sent 





on request. 


Cleveland Decorative Works, Inc. 
1260 W. 9TH ST. CLEVELAND, O. 














FINE ARTS PAPIER MACHE 
CORPORATION 


149-153 West 24th Street, New York City 
Chelsea 8190-8191 


Complete Display Service—Floats—Period Interiors 
Telegraphic Orders Promptly Executed—Sketches on Request 

















LITHOGRAPHED LETTERHEADS $i.25?en™. 


WINDOW DISPLAYS, CUT-OUTS, ETC. 


LUTZ & SHEINKMAN, INC. 


EST. 1896 ING. 1904 
2 DUANE STREET NEW YORK CITY 
WE CARRY “ART BLOTTERS” IN STOCK 











KINNEAR visor cercs 


19 East 15th St., New York City soe Craete 
SEND FOR CATALOGUE BACKGROUNDS 




















Cycle Week Display A Winner 


Seven Days of Sales Promotion Given Force 
By Attractive Windows 


By H. B. KINNEL 
Display Manager, A. D. Farrow Co., Columbus, Ohio 


UCH has been written concerning the volume of 
sales that can be obtained through judicious use 
of window display, but I doubt if many window- 
men can boast of a display which was sold bodily 

inside of half an hour after it went into the window. With 
full recognition of the advantage which I can derive from the 
bulky nature of my merchandise, I cannot stifle the satisfac- 
tion which I obtained from such an experience noted during 








The Display Sold This Cycle Within Half an Hour 


Spring Opening Week, celebrated nationally by Harley-Da- 
vidson, motorcycle dealers from April 5 to 10. 

The A. D. Farrow Co. holds the Columbus agency for this 
justly popular machine, and, in common with agencies through- 
out the states, desired to make full use of the opportunities 
which were thought to attend a sales stimulation drive of 
this character. An elaborate calendar of events was prepared, 
and special windows were included in the plans. Just how 
much the “trims” used contributed to our success is hard to 
determine, but I am proud of the fact that within a half hour 
after I had installed the machine that was to be the principal 
feature of the window, along came a buyer and snapped it 
up. On this circumstance my laurels, if any, rest, for with 
the cycle sold the window was practically empty. 

Sales for the week were very satisfactory, eight new ma- 
chines being delivered as well as five used models. Fifty real 
prospects were brought in and six contracts were secured 
on “club” plans. Diversified advertising was used to obtain 
this result, but our window had no little part in the publicity. 

Rose-colored lattice formed the background, green lights 
focused upon them rendering the window a bright spot that 
compelled attention, even though snow flurries were frequent 
and the weather was generally bad. The floors were covered 
with “grass” toning in with the illumination. In the center 
of the window the new Harley: overhead job was featured, 
flanked with special posters announcing the “Opening Week’ 
events. 

The formal opening was scheduled for Monday and was 
followed Tuesday evening by a meeting of the Buckeye Motot- 
cycle Club, which “took over” the store and recruited mem- 
bers. Wednesday evening was “Demonstration Night,” fe 
tured by a showing of the latest model and cross sections ft 
vealing construction. A free theatre party was on the cards 
for Thursday night, the film showing a Harley in fast action. 

On Friday evening, 169 guests thronged the shop for al 
informal dance, music being supplied by a six-piece orchestra. 
The firm’s reputation for hospitality was sustained by aa 
ample supply of sandwiches and pop, which vanished with 
startling rapidity, as our patrons and their ladies enjoyed the 
untrammeled “terpsichorean bliss” provided by our musi¢ 
makers. 





GRANT’S, OF RICHMOND, EXPANDING 
Alterations which will provide new windows and much 
additional floor space is contemplated by the W. T. Grait 
Co., Richmond, Va. An addition to the present store will 
be built at the rear. The new arrangement will give the 
store a frontage on two streets. 
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Seattle Booms Pacific Convention 


Puget Sound Displaymen Rally City Boosters to 
Support of Publicity for West Coast Gathering 


By WILLIAM SCHARNINGHAUSEN 
Convention Director 


HE campaign to tell the world that the Third An- 

nual Convention and Exposition of the Pacific 

Coast Association of Display Men will be held in 

Seattle next September will be launched with a 
vengeance within a few days when association members, 
manufacturers and Seattle boosters adopt the convention 
emblems for their stationery. 

“Get Ready” reads the invitation, to be printed on every- 
thing printable, designed by Arthur Bradley. “Seattle Greets 
You. Third Annual Convention and Exposition, Pacific Coast 
Association of Display Men. Olympic Hotel, September 20, 
21 and 22, 1926.” 

Pacific Coast displaymen will use the special stationery, 
as will makers, distributors and merchants handling window 
fixtures, scenery, setting and decorations pertaining to the art 
of commercial display. Altogether several thousand indi- 
viduals and firms will broadcast to the world the fact that 
the next convention will be held in Seattle. 

Plans for the gathering are in the hands of the officers, 
James A. Wilson, Cheasty’s, president; Henry Stohlton, Fried- 
lander & Son, secretary-treasurer; William Scheringhausen, 
The Bon Marche, convention director, and a convention com- 
mittee. 

The committee.chairmen include: F. Propst, Propst Dis- 
play Service, exhibit space; Ralph Pfister, Grote-Rankin 
Co., demonstrations ; A. Smith, Frederick & Nelsons, photog- 
raphy and contests; H. M. Fisk, Fisk Display Service, deco- 
rations; Henry Stohlton, finance; Arthur Bradley, McDou- 
gall-Southwick, reception; James A. Wilson, publicity; M. 
McWain, Livingston’s, entertainments; Joseph Teply, editor 
Pacific Northwest Retailer, programs; C. A. Lawrence, 
Rhodes Department Store, courtesy. 

Regular meetings of the displaymen are held each Mon- 
day noon at the Elks’ Club; committee chairmen meet each 
Thursday noon at Hollywood Tavern. 

The committee on exhibits have drawn plans and have 
blue prints of the space allotted to the manufacturers. Mr. 
Propst, chairman of this committee, has mailed copies of the 
blue prints to over one hundred manufacturers. 

Several salesmen of display fixtures and decorations 
visited Seattle last week and were very enthusiastic over the 
well laid-out plans and floor arrangements. It is designed 
so that all visiting displaymen and merchants will see the 
booth of each manufacturer whose exhibits will be an in- 
spiration in beauty and ideas. 

In the demonstration ball, three wonderful up-to-date 
show windows will be at the disposal of the demonstrators. 
The Architectural Decorating Co., of Seattle, is making 
something new in backgrounds and this new idea will be 
shown first in Seattle. 

A reproductnon of a leading Seattle window used during 
the year will be installed in each of the demonstration win- 
dows before the session start each morning, according to 
plans of the committee in charge, headed by Ralph Pfister, 
of the Grote-Rankin Co. This will result in nine displays, 
more than any convention has yet attempted. The Seattle 
displaymen will not enter the contests for prizes, but will 
place their services at the disposal of their visitors. An 
open forum” will be held at which problems which Mr. 
Pfister is now submitting to members of the association, will 
be discussed as well as the members’ individual difficulties. 
Peakers are being carefully selected. 

The photo exhibit will be under the direction of Jack 
Smith of Frederick & Nelson’s. Mr. Smith has provided 
‘pace for a wonderful array of the best photos to be had, 
showing the work of the Pacific Coast's leading displaymen, 
and has arranged rules of the contest to be announced later. 
Several fine cups and medals wilt be offered. Save your 
best photos for this contest. 
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Changeable 








STORE DIRECTORY 


Always Up to the Minute --- 


Each department is shown on a separate card, and any 
department location can be changed instantly without 
disturbing any of the others. 


Send for Sample Card and Full Information. 


DAVENPORT-TAYLOR MFG. CO. 


412 N. Orleans Street Chicago 




















The F'ountain Air Brush 


For Show Card and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 18,000 Users 





Write for Catalog 52D 


Thayer & Chandler 


913 Van Buren, CHICAGO 














© Before Ordering a Valance, Write 
BRYAN’S,.Louisville,-Ky. 




















THE WORLD’S MOST BEAU- 
TIFUL STAGE SETTINGS 


For Rent FOR STYLE SHOWS 
AMELIA GRAIN, Philadelphia’ 


Established 1890 Absolutely Reliable Service 

















Draws or cuts ovals thousands of 
shapes and sizes from 2%” to 21” 


Guaranteed Absolutely Perfect. 
Thousands of Satisfied Users. 


$2.50 — $3.00 — $5.00 
Order from your dealer or direct. 


VICTOR H. SPILLER CO. 
53 Warren St. Boston, Mass. 





























THE DISPLAY WORLD May, 1926 
ENTRY 9S STS 9S 99S SSA y 
= 
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Title Registered U. S. Patent Office. 


FOR MERCHANTS—DISPLAYMEN—ADVERTISING MEN—NATIONAL ADVERTISERS 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY, CINCINNATI, OHIO 
H. C. MENEFEE, President C. R. ROGERS, Editor N. SILVERBLATT, Secretary 


OUR PLATFORM 
1. The Development of the Art of Mercantile Display. 
2. More Intimate Cooperation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 


4. An Ideal, Practical and Helpful Personal Service to the Display Profession and 
Its Industry. 
5. Appreciation of Display by Merchants as the Most Powerful Factor in the 
Business of Selling. 
6. To Maintain the Independence of Its Editorial Columns so That It May Always 
Discuss, Without Fear, Bias or Jealousy, Every Activity in the 
Display Field and Serve Best All Interests. 


Manuscripts, photographs and all editorial material intended for publication should reach the publishers on or before the first of 
: the month of date of issue. All photographs reproduced become the property of the publishers. 
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Stevens’ The -window display contest launched 
Spreads March 1 by the Stevens Department of 
Pioneer Clarence Whitman & Son discloses one of 


the most unique means of obtaining dealer 
representation yet uncovered. The process involved 
might be termed a “painless” method of overcoming 
sales resistance. 

Selling usually depends upon patient missionary 
effort, including not only the labor required to estab- 
lish the value of the commodity, but also creation of 
the friendly relations with the buyer essential to ob- 
tain the initial order. What manufacturer would not 
be glad to discover a formula that would render this 
_maneuvering for position unnecessary? 

Stevens’ take a long step in this direction through 
the means of their contest. Realizing that the dis- 
playman is very close to the merchandising personnel, 
they propose to enlist his aid in overcoming sales 
resistance. 


Stevens’ strategy revolves around the idea that 
many displaymen, who will be interested in prizes 
offered, will be in stores which do not stock their 
products. These stores are made the targets of their 
expansion efforts by making the contest open to all 
displaymen, “whether their concerns have Stevens 
spreads in stock or not.” If the windowman’s em- 
ployer does not handle the Stevens brand and he de- 
sires to enter the contest, he has but to secure the 
merchant’s approval of his entry to qualify the house 
for a supply of free spreads direct from the manu- 
facturer for contest purposes. ‘“Common-sense pro- 


visions guarantee that this privilege will not be 
abused.” 

The upshot of this policy is to place Stevens 
spreads in the hands of a host of new merchants, 
and, by reason of resulting interest, to create a de- 
mand which will necessitate dealer representation. 
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Through the incentive of the prizes offered the com- 
pany inspires the displayman to install their “win- 
dows”; through his interest the merchant is induced 
to procure a small stock of spreads; through the 
window displays consumer demand for the product is 
created, and because of this it may be expected that 
the merchant will find it desirable to continue the 
Stevens line. 

It is a good, well-balanced method to easily enter 
and gain a foothold in new territory. 





Reaching With succeeding months the advance of 
Manhood’s window display grows more rapid. 
Estate New forces daily align themselves with 


the movement to increase turnover 
through this sales-making agency. 

The committee which is making arrangements 
for the Boston Shoe and Leather Fair, to be held in 
July, has taken recognition of this tendency, assut- 
ing visiting shoe men profitable instruction through 
the medium of expert consultants and demonstrators 
of window trimming. 

A forum will provide the background for a suc- 
cession of interesting discussions of the leading fea 
tures of merchandising, and each subject will be 
handled by men of acknowledged standing in their 
field. That window display will be placed on a parity 
with newspaper and outdoor advertising is eloquent 
testimony to the growing realization of its efficiency 
on the part of merchants generally. 

Methods by which abstract theories may be pu! 
to concrete use will be demonstrated in a series 0 
competition in which prizes will be awarded for the 
most outstanding displays. 

The men who are the leading spirits in this gath- 
ering have their ears to the ground and they have 
heard the rumble of the thunder far off. They até 
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granting recognition where it is due and granting it 
because the windowman’s contribution to sales vol- 
ume is now more fully understood than ever before. 





Stronger The 1926 convention of the Interna- 
I. A.D. M. tional Association of Display Men, 
Needed which will hold the boards in Chicago 


next month, has much of promise for 
the organized windowmen of the country if the possi- 
bilities for expansion which the delegates will face 
are properly grasped. Failure to avail themselves 
of these opportunities for progress would constitute 
a setback to the aspirations of the profession that 
may be of incalculable harm. 

Strength is derived primarily from numbers and 
the association must realize this. No body posing as 
the repository of craft strength can long retain its 
place unless it make an earnest attempt to gather up 
within its folds the rank and file of its constituency. 
With less than one-tenth of the displaymen of the 
United States in its membership, the association 
essays a feat of unusual daring in describing itself 
as the International Association of Display Men. 
Such a role can be played only when a majority of 
the profession is enrolled under its banners, and it is 
to the furtherance of this project that this convention 
should address itself. 

Organization is possible and essential, and the 
formula by which it can be accomplished rests upon 
a program of service. No mere recitation of phrases 
will answer, and intelligent effort to create related 
local, state, and regional bodies, properly instructed, 
and supplied with the educational material necessary 
to aid the individual members in their daily tasks, 
must be forthcoming if the association is to advance 
consistently. 

It is to be hoped that every delegate in attend- 
ance will regard himself as the guardian of the pro- 
fession’s interests and that he will accept his responsi- 
bility cheerfully. Nothing could be sadder than con- 
version of this gathering into a jumble of pleasure 
jauntings with scattering attention to the business 
meetings of the conclave. This is a time when every 
displayman in attendance should give the best of his 
mind and heart to the task of reinvigorating his 
association and rendering it fit to fight the battles of 
his profession systematically and hopefully. 





A Display 
Manual for 
Book Stores 


The only changeless feature of life is 
change and in no field is adaptability 
and adjustment to rapid variation 
. more necessary than in merchandis- 
ing. The glory of display has been and continues to 
fest in feminine finery, but the significance of its 
tect upon sales has been so potent that even the 
Most backward of business groups are studying its 
characteristics and following eagerly the advice of 
display pioneers in their lines. 

Not so long ago the bookshop was a dismal, musty 
collection of tomes, frequented only by bookworms 
and possessing no appeal for the matter-of-fact citi- 
‘en. :\ marvelous change wrought by the astound- 
ng advance of science and inyention has created a 
"ew reader public which has been augmented by the 








THE DISPLAY WORLD 61 





vast increase in student bodies noted in the past two 
decades. Everybody is reading today, snatching odd 
moments to peer into cherished books, and a healthy 
interest in literature constitutes a foundation upon 
which progressive booksellers are building flourish- 
ing establishments. 

For these dealers, John T. Hotchkiss has produced 
a manual on “Advertising Publicity and Window Dis- 
play” that is comprehensive in its«treatment of their 
problems and definite in its suggestions. Basing his 
plans upon fifteen years of book-selling experience, 
Mr. Hotchkiss has produced a guide to effective sell- 
ing that blazes a. trail to profitable merchandising. 
Thrusting tradition aside and turning the spotlight 
upon the booksellers’ business goals, he demonstrates 
the potentialities of display so forcefully that even 
the most timid and doubtful dealer can see its merits. 

Color, motion and surprise are accorded proper 
place in his appraisal, but he designates the supreme 
test of the display—its ability to sell. With this 
warning he joins an admonition to guard against 
novel and unusual accessories which do not link up 
obviously with the subject-matter. 

He concludes his little volume with a series of 
seasonal display suggestions providing themes for 
each month, with an appendix of window photos to 
present designs and backgrounds. 





The Shiny The little silver flask that has its habitat 
Silver in the local Beau Brummel’s hip pocket 
Flask is in trouble again, and this time its 


chief offense is not its carrier qualities. 
The flask and the cocktail shaker have been con- 
victed because of their looks. They are too bright 
and shiny to put before the youth of New Jersey ac- 
cording to the clergy of the state, who took to the 
warpath in April to battle for the banishment from 
show windows of these altar vessels of the Demon 
Rum. 

This sudden and unexpected attack upon the hip 
pocket emanating from the bailiwick of Senators 
Edwards and Edge, proponents of light wines and 
beers and sundry forms of time-honored nose paint, 
is well timed to strike dismay into the hearts of those 
who yearn for return of the “good old days” when 
the “flowing bowl” was an institution and the pocket 
flask was a “rare bird.” 

However, it is not our purpose, nor within our 
province, to offer them solace. Time and change must 
serve as their balm. Jersey pastors, however, de- 
serve the displayman’s approval for their confession 
of the selling power of window advertising. They 
argue very properly that the impressive appearance 
of this sumptuary silver sells the flask and shaker 
all too easily when made the basis of a window display. 

While scores of merchants continue to ignore the 
tremendous scope of their windows and the gains 
which can be derived from them, it is highly salu- 
tary to note the agitation which a few displays of the 
tabooed merchandise creates among the gentlemen of 
the cloth. They know that “window advertising 
makes the passer buy,” and they are ready to turn 
their heavy artillery upon flask display as a means 
of dimming its popularity. 
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Will You Help Preach the 
Gospel of Window Display? 





It requires no effort on your part; merely your 
desire to aid in enlarging and developing this 
wonderful medium of advertising and merchan- 
dising. 


Simply order a set of the slogan cuts—only 
$1.00 -for a set of two sizes—less than their 
regular cost--and use them on your advertising 
literature, stationery, etc. 


It affords an effective and dignified means for 
the concentrated tie-up of all manufacturers and 
concerns catering to the display field. 


This slogan and emblem is the result of the 
realization of the publishers of The DISPLAY 
WORLD that the interests of the entire display 
field can best be exploited and promoted by a 
national unity, as can only be done by means of 
a slogan or emblem of this type. 





Order Your Set of Electrotypes 
Today! 


Price, $1.00, Postpaid 





The DISPLAY WORLD 


Cincinnati, Ohio 
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Magnet In Better Lighting 


(Continued from page 18) 


as to bring out effects in many cases paralleling those 
which are found on the stage. In other words, the 
modern methods of illumination will create a very 
high level of intensity over the entire display space 
without the exposure of any of the lamps or reflectors, 
a very important point. It has been discovered that 
to have any of the lighting units visible to the passer- 
by is to frustrate the very aims sought, because the 
modern electric lamp is so brilliant that when viewed 
unshaded it immediately tends to blind the window 
shopper and to distract his attention from the mer- 
chandise on display. This means that those display 
windows which have a number of large lighting units 
hung down well below the valance or curtain are 
utilizing methods which are, or should be, as extinct 
as the dodo. 


The display window can be properly illuminated 
only by having a number of lighting units with re- 
flectors set close to the ceiling behind a curtain which 
hides them. There are a number of very efficient re- 
flctors on the market. The main reason for using a 
reflector or other device is that it drives the upward 
or lateral rays of light down to the display surface 
of the window. It must be remembered that in buy- 
ing lighting equipment, as in selecting goods for re- 
sale, there is a difference, and it would be well before 
making any changes to study the relative advantages 
of the various types of reflectors. 

In determining an adequate lighting intensity for 
the window it would be well to remember that a wit- 
dow which is underlighted is much like a pallid com- 
plexion, and, in contrast to nearby windows which 
are flooded with a high intensity, loses much in com- 
parison. It is next to impossible to have too much 
light in the window because, no matter how great the 
volume the retailer uses, it will rarely rival daylight 
intensities in the street. These high daylight inter- 
sities are the cause of reflections in the smooth plate 
glass which causes distress and destroy much of the 
value of a display window. Practical examples 0! 
ridding the window of undesirable reflection have 
been recorded. A department store in Cleveland in 
particular maintains a very high intensity at noon 
when the sun’s reflections are the most annoying, and, 
by countering the effect of daylight by the artificial 
lighting system, the windows are rid of the spectres 
of outside objects which rendered sight of goods on 
display nearly impossible. 

The tests of the drawing power of varying intet- 
sities of illumination which were put on in several 
cities of the Middle West convey an idea of the pull- 
ing power of light. A window in a store was illum 
nated to an intensity of fifteen footcandles and the 
passersby were counted under varying conditions 5° 
as to obtain a fair average. It was found that 200 
people would stop per hour. The lighting in the 


window was then increased to an intensity of forty 
footcandles and again a check was made of the 
passersby who stopped to look at the goods on dis- 
play. It was found that 244 now stopped every hout 
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to look at the store window, representing a gain of 
2 per cent, with an increase of twenty-five foot- 
candies. Again the intensity of light was increased, 
this time to 100 footcandles, and the check on window 
shoppers was carefully made. It was discovered that 
284 people per hour were consistently stopped by the 
high intensity of illumination, representing a 42 per 
cent increase in the capacity of the window to make 
people stop and look at the goods displayed. More- 
over, the additional cost of the increased volume of 
light used was comparatively small. Fifteen foot- 
candles of light cost 8 cents per hour, forty foot- 
candles cost 13 cents per hour, and 100 footcandles 
18 cents per hour. 

In other words, bright lighting, properly dis- 
tributed, has a positive call and will make people stop 
before a window. This is a tremendous merchandis- 
ing feat in itself because, as you know, rents are 
established on the shopping potentiality of a location, 
and if you do not profit by the business which is pass- 
ing vour door you have only yourself to blame. 

Remember, no matter how great the lighting in- 
tensity of the display window, if the lighting units 
are properly hung and concealed from sight, you 
cannot go wrong, because, as already stated, daylight 
intensities, even on cloudy days, usually exceed those 
found even in the best lighted store. In other words, 
if vou are in the open, reading a book in the shade 
of a tree, there is approximately 500 footcandles of 
light on the page of the book. This is well worth 
remembering because, owing to the delicate adjust- 
ment of the lens mechanism of the eye set to register 
the intensity of daylight, customers passing a display 
window which is illuminated to 100 footcandles are 
not dazzled or blinded, because it is only one-fifth 
as well lighted as the outdoors in the shade. 

There are available, moreover, in addition to gen- 
eral illumination, such novel features as colored light, 
spotlight, floodlight and motion in light, all of which 
can be utilized in the modern display window. Every 
merchant should learn the desirability and possibili- 
ties of these types of spectacular auxiliary lighting to 
draw every possible buyer to a window and eventually 
to the cash register. 





NEW DISPLAY STAND FOR CAPS 

_A new stand that fills a long-felt need for the effective 
display of caps has recently been created by J. R. Palmen- 
berg’s Sons, Inc., New York. This new stand, which can 
be used equally as well in counter or window, recognizes 
the fact that caps should only be displayed in the manner 
worn. To achieve this desired effect, a hollow, skull-shaped 
block is used and is mounted upon the upright or brackets 
ot the stand. This block is constructed of substantial papier 
mache covered with gray jersey and can be revolved to dis- 
play the cap from any side. ,The stand itself is made of 
metal in three different models for one, three or six cap 
displays. So far as is known, these new stands are the first 
‘o employ the principle of a head block for the display of 
‘aps and should prove very valuable in the more effective 
merchandising of this line. 





JERSEY STORE TO BUILD ADDITION 
i six-story addition to their present holdings is being 
- by Meyer Bros., Paterson, N. J. This will be of the 
nost modern design, providing modern show windows, and 


the store : . ‘ 
wo Store will boast a series of unusual conveniences for 
rons, 
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DISPLAY MANAGERS, ATTENTION! 


WHEN YOU 


Are Interested in a Collection of 
Original and Exclusive Decorative 
Display Fabrics, Comprising 
Every Beautiful Ray and Hue in 


Silks - 2-Tone Rayons - Metallines 
Sport Satins - Cretonnes 
Plushes - Damasks 
Tapestries 


Write, Wire or Visit the Manufacturers 
and Direct Mill Agents 


MAHARAM TEXTILE CO., INC. 
107 W. 48th St. New York City 


** Buy direct from the manufacturer, where courtesy, service and 
quality are given on all your orders regardless of size. 




















()UR NEW CATALOG “G" 


fia taimarggr—te 64 pages of up-to-date, 
snappy display fixtures and _ store 
equipment is waiting for your request. 
Get busy and write for it NOW. 


ce new selling proposition for display 
men in a position to take advantage 
of it offers an opportunity for increased 
revenue. Write for information to 








Cincinnati Show Case & Display Fixture Works 
232-40 Main St. Cincinnati, Ohio 

















DECORATIVE PLUSH COMPANY 
No. 2 East 23rd Street New York 


Direct Mill Distributors of Silk and Cotton 
Plushes and Velours for Window Displays, 
and Decorative Purposes of All Kinds. 








WINDOW DISPLAY FABRICS 


Of All Description at Low Prices 


METALINE VELOUR VELVETEEN 
LLAMA RAYON PLUSH SATIN 
A. SOLOMON 


NEW YORK CITY 





1123 BROADWAY 








FOR RESULTS USE THE OPPORTUNITY EXCHANGE 
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Utility and Lighting Given Lead 


New Mississippi Shoe Store Furnishings Lend Glamor 
to Stocks and Intensify Buying Urge 


TORE windows in which utility blends 
with beauty are features of the new Johl 
& Bergman store, which opened in 
Greenville, Miss., recently. The manage- 
agement followed suit in equipment of 
the store interior. 

Greenville, a river town on the western borders 
of the state, is one of the important centers of north 
central Mississippi and serves as the trade mecca of 
territory with a radius of over sixty miles. For nearly 
twenty years Johl & Bergman have been sources of 
supply for the community and its appreciation of 
their efforts has found expression in a constantly 
growing business that has been recorded in the 
present expansion. 

An approach in marble tiling leads to the en- 
trances which flank an island window. On each side 
are modern display windows of most recent type, 
fitted with bases of verdi antique marble, with pink 
and gray Tennessee marble trimmings. The beauty 
of these features is sustained by ornate backgrounds 
of American walnut in piano finish that provide a 
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STORE EQUIPMENT DIGEST 


Fixtures --- Show Cases --- Store Fronts --- Plans --- Equipment 


AMSAT 


View of Johl & Bergman’s New Front Showing Background and Entrances at Convenient Intervals 
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rich setting for the shoes and hosiery which are to 
be outlined against them. The patron who insists 
upon taking home the pair that is shown in the win- 
dow will find his demands readily accepted, the fore- 
sight of the manufacturers having provided entries 
to the windows at such intervals that goods can he 
withdrawn without materially disturbing the displays. 
Every case in the house possesses not only the 
utility values of a container, but also serves as a 
silent salesman. Floods of light reveal the style and 
durable materials of the pumps and oxfords now 
featured or stress the desirability of the hosiery. Re- 
flectors bob up at important angles, effulgent and 
compelling in the effect of their concentrated rays. 
The hosiery cases are steel lined with ball-bearing 
doors and are located in the front of the store. The 
shoe cases are designed so that both ladies and 
gentlemen may be served without undue delay. All 
of the furniture is of bent wood and harmonizes with 
the rest of the equipment, and the rugs are of taupe 
velvet to blend with the drapery. None of the old- 
style benches are used for fitting; in their stead com- 
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jortavle arm chairs have been substituted. 

\ conspicuous feature of the company’s policy is 
the stress laid on hosiery. The display of these color- 
iy] contributions to feminine symmetry and style are 


Store Interior Showing Fitting Departments and Shelving 


not confined to the drapes of hose contained in the 
display counters. Attractive as these are with their 
auxiliary adornment of crystal and metal buckles, the 


Type of Well-Lighted Show and Hosiery Display Cases 


management did not overlook the advantage of con- 
tainers for the reserve stocks that would reveal their 
multi-hued resplendency. 





NEW FEATURE FOR WINDOW FLOODLIGHTS 


Curtis Lighting, Inc., announces a new fixture, the X-ray 
Controi Ring, No. 13351, which, when attached to X-ray 
show window floodlight No. 33 or X-ray projector No. 51, 
‘olverts the unit into a spotlight. The design of the control 
ting has been so carefully worked out that it retains the 
Powerful center light beam produced by the unit and at the 
‘ame tine completely eliminates the spill light. This enables 
the user to change the unit quickly from a floodlight to a 
Spotlight. The change is made without removing the lamp, 
and the control ring does not interfere with color equipment. 
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FOR MERCHANTS — DISPLAYMEN ~— ADVERTISERS 


Service Bureau 


The DISPLAY WORLD Service Bureau will be 
glad to supply the latest authentic information about 
anything in the display line in which you are inter- 
ested. If you do not find your needs listed on this 
blank, write a separate letter. If we do not have 
the information you want on file, we'll find out for 


you. 


__ Avail yourself of our incomparable service 
facilities without cost or obligation. 


This service in- 


cludes an analysis of any display problem. 


CL) Air Brushes. 

L) Animated Signs 

() Art Prints and 
Reproductions 

0 Artificial Flowers 

C] Artificial Snow 

CL] Art Screens 

CL) Art Studies 

(] Backgrounds 

C) Background Coverings 

[] Books on Cardwriting 

(] Books on Display 

(1) Books on Draping 

(] Booths and Floats 

CL) Brushes and Pens 

[] Cabinets—Revolving 

[] Card & Mat Board 

(] Cardwriters’ Materials 

[] Cash Carriers 

[] Chairs and Seats 

[} Color Lighting 

C} Counters and Shelving 

C] Crepe Papers 

(_] Decorative Papers 

CL] Decalcomania 

(J Display Furniture 

CL] Display Forms 

[] Display Racks 

L) Dividers—Show 
Window 

(J Drawings and 
Paintings 

{) Drawing Boards 

(] Exhibit Displays 

(] Fabrics and Trimmings 

(] Fixtures 

(J Flags and Banners 

[1] Hammers—Window 

_] Lamp Coloring 

1) Lighting—Equipment 

CL) Lithographed Displays 

LC] Natural Foliage 

() Pageants and Exhibits 


[1] Plaques (Window) 

(] Papier Mache 
Specialties 

Cj Plastic and Composi- 
tion Pieces 

() Plushes and Velours 

_} Price Cards—Tickets 

1] Price Ticket Holders 

(] Reflector. 

[1] Revolving Display 
Tables 

CL] Screens (Background) 

_] Socks—Window 

C1] Show Cards 

_] Show Card Schools 

[] Show Card Service 

(] Show Card Supplies 

CL) Show Cases 

_] Show Case Lighting 

(_] Signs—Card Holders 

() Signs—Brass and 
Bronze 

C] Signs—Electric 

(_] Signs—Wood Letter 

C] Stencil Outfits 

(_] Stock Posters 

C] Store Designing 

_] Store Fronts 

_] Time Switches 

[] Valances 

[] Wall Board 

[] Wax Forms—Figures 

(] Wickerware 
Specialties 

[1] Window Displays 

[1 Window Display 
Service 

[] Window Drapes 

1) Window Lighting 

_] Window Shades 

[] Window Trimming 
Schools 

[) Wood Carvings 


[] Do You Wish a Copy of Their Catalog? 
_] Do You Plan to Remodel Your Store Soon? 
(] Do You Plan to Build a Store Soon? 


Name of Firm 
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The Model As An Aid to Selling 


When Visualization of Strong Points of Process or Raw Material 
Must Be Stressed It Has No Competitors 


By ROSCOE GOOD 
Managing Director, Good Bros., Model Shipbuilding Co., Pasadena, Cal. 


ROGRESSIVE industrial and service or- 
ganizations are gradually realizing that 
their relation to the public is influenced 
largely by the public’s appreciation of 
their efforts to cater to mass aspirations 

and mass desires. As long as the social importance of 
their product and the difficulties associated with its 
manufacture and distribution are imperfectly under- 
stood, the public is indifferent to its value and unable 
to properly appraise it. 

In the complex social organization which modern 
civilization has built up, human wants are so varied in 
aspect that they can be served only by resort to natural 
resources and to inventive genius that is of world- 
wide extent. The rubber that constitutes the essen- 
tials of the automobile tire is drawn from the remote 
hinterland of South America and the East Indies. 
The silks which supply the substance from which the 
modish hose of the moment are constructed are de- 
rived from Asiatic sources. The artificial gas on 
which central western cities are dependent for cook- 
ing is produced from coal mined in distant regions. 
It is one of the remarkable features of modern life 
that the services of industries which supply these 
necessities and their less frequently recognized coun- 
terparts are taken for granted. It is one of the prob- 
lems of the industries which serve these consumers 
to acquaint their patrons with this background of 
production as a means of insuring the consumer’s 
good-will and cooperation. 

A tangible demonstration of these facts is as su- 
perior to mere explanation as a picture is to descrip- 
tion. The means by which the demonstration is made 
possible is for this reason of marked importance. In 
this connection the use of the model is of consequence. 

The model does in an inexpensive fashion what 
is usually relegated to the exposition or exhibition. 
It places before the viewer a replica of the plant, a 
view of the source of raw material, or a delineation 
of the process of manufacture, which is hard to du- 
plicate. In its use, its proper association is with the 
show window. 

If the competency of a plant to turn out a superior 
product is an item of importance, what can be more 
effective than a bird’s-eye view showing the extent 
of the factories? If materials loom large, could any 
device be more illuminating than a landscape into 
which is introduced the atmosphere of the source 
of the raw stuffs, the mode of import, and the steps 
by which they are made available for manufacture? 

Attention may be focused upon the soundness of 
manufacturing routine, the roof of the shop being 
removed, allowing the viewer to see the relationship 
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Models Showing Real Estate Development 


of the departments, the flow of production, and the 
processes given greatest stress. If this is the point 
that most needs emphasis, the model may be confined 
to the department devoted to this operation, and the 
public eye may be riveted upon the area which is the 
nerve center of the organization. 

Models are of particular value to makers of steel 
products, food manufacturers, light, power, gas 
and water utilities; rubber and electrical products, 
pumps, pipe, transportation equipment, machinery, 
fire-fighting and prevention equipment, wood prot- 
ucts, brick, copper and brass products, automobiles, 
clothing, tobacco products and mining products. 

The manufacturer may wish to display the advan- 
tage of his ware in use, method of manufacture, 
or composition over that of his competitor. Depend- 
ing on the product, it is fairly simple to produce 3 
model showing its features in use, indicating more 
efficiency, longer wear or better appearance. The 
method of manufacture often has much to do with 
the qualities of a product, and it is unprofitable to 
show the superiority in a process which benefits the 
user. Composition of the goods is of great impor 
tance, and it is an attractive advantage to show how 
the product is formed and the comparison of inferiot 
materials that might be used in other similar prot- 
ucts and those used in the brand that might be in 
question. 

Railroads, steamship lines and other systems 0 
transportation find the model valuable in illustrating 
their passenger and freight terminal building, facil 
ties and equipment. Under this heading come the 
automobile coach, city electric equipment, interurbat 
electric equipment, and lastly, the newly develope 
air lines. 

The full model is the principal reproduction show 
ing the original in its entirety as if viewed from 4 
short distance through a reduction glass.  Thest 
replicas are used to create an impression as to the 
general lines and appearance of modern equipment: 
also used to quite an extent for record purposes. 
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The half model consists of a full model with a 
side removed, showing the interior arrangement or 
some feature of interest from a manufacturer’s or 
traveler’s point of view. 

The cross sectional half model gives an end view 
of the arrangement or nature of construction and 
equipment, and this type of reproduction, reproduced 
upon a large scale, is often used by the builder or 
equipment manufacturer to show the method of in- 
stallation and use of his product. 

The quarter model affords a desired section of 
the thing copied to be reproduced on a much larger 
scale than would otherwise be feasible, and is fre- 
quently employed to show method of construction, in- 
stallation and operation of equipment by the builder 
and manufacturer; or, in the case of a service com- 
pany, the type of facilities and accommodations af- 
forded by their equipment. 

The most complete and complex of all reproduc- 
tions is the sectional model. The sectional model is 
very valuable for use of illustration by traveling 
salesmen, for it is to be remembered that, regardless 
1 the of the size of the article being sold, the model can be 
point made as small or as large as required. 
fined © One studio created a device by which any scene 
1 thei may be reproduced—factories in operation, a running 
s the MM train, a ship at sea, a fire, a storm, etc. 

Large stores and shops offer one of the widest 
steel MM fields in the use of exhibits, displays and individual 
as models because it is largely through the attractive- 
lucts. MM ness of their window display that their sales are ob- 
nery, MM tained. In this type of window display, except in 
r0d- MMM special cases, models are used in conjunction with 
piles, MM the display of the products. 

A department store has a wider scope for their 
vat MM use because of the variety of articles stocked and 
ture, MM advertised in the windows, while a specialty shop 
ent MM features but one class. 

ice a Realty firms find the various types of models 
nore Ma adaptable to their line of business most profitable. 
The The replica may show the proposed development of 
with J a complete subdivision, special standard types of 
e OM homes and their interior arrangements, business 
the buildings for sale and for lease, proposed construc- 
PO" HM tion, and the like. 

how State and city exhibit departments, chambers of 


10! commerce and various civic organizations at present 

rod HM are the largest users of this descriptive type of ad- 

¢ I'M vertising, generally at the expositions or in the state 
exhibit buildings. 

s 0 


Engineering and architectural firms find minia- 
{i$ @ tures of their projects valuable for record for visualiz- 
cil ing the details of a proposed structure and promoting 


the confidence of prospective ‘clients. 
ea As a powerful link in present-day industrial pro- 
ype 


motion, the model offers a distinctive opportunity for 
Profitable publicity. It is, after all, a clearly defined 
form of display advertising and should win a wider 
application. 


\OW- 
m 4 
hese 

the 
ent; 








Harold Nichols, formerly connected with the display de- 
partment of The May Company, Los Angeles, Cal., is now 
display manager for the Blackstone Department Store, of 
that city, and is responsible for some very excellent trims. 
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LIGHT, COLOR, MOVEMENT! 


AN IRRESISTIBLE COMBINATION, 
May Be Seen in Our Booth at the 
DISPLAY MEN’S CONVENTION 
HOTEL SHERMAN 
IN 


CONVENTION HALL 


Ee 


FOR WINDOW LIGHTING 


Our new Baby Hercules combination spot and flood- 
light will prove a revelation! Focusing facilities 
permits the concentration, in the average window, 
down to a foot spot, or flood lighting to a 12-foot 
spot, adjustable in every respect. Our new simplified 
motor-operated dimmers permits changing and blend- 
ing of colors at a very low cost. 


“A Light For Every Purpose.” 


DISPLAY STAGE LIGHTING CO., Inc. 
334 W. 44th St. New York, N. Y. 














* The Gttle Wizard of ttercraft’ 
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Show Windows Beyond the Seas 


Yankee Trimmer Abroad Finds Much to Interest and Dismay 
Him in Technique of Foreign Craftsmen 


By JOSEPH H. MARSHALL 
Display Manager, The Boersma Co., Chicago, Iil. 


HE professional pride which American dis- 
playmen exhibit in their accomplish- 
ments, and the high standing which their 
craft has obtained in the mercantile 
world, is thoroughly justified. All that 

the Yankee needs to confirm him in this opinion is an 
opportunity to compare his skill and artistry with the 
methods in vogue in the Old World. Such a test will 
convince even the most biased critic of the superiority 
of American displays. 

A few years ago I had an opportunity to study 
merchandising and display abroad and I made the 
most of it. My conclusions are based upon a trip that 
began in England and ended in New Zealand. Ob- 
servations I made in plenty, and the most conspicuous 
is that while the American regards his window as a 
means of showing his merchandise, a form of display 
which is the most primitive known, he also expects 
to surround his goods with the happy environment 
which calls into play the power of the passer’s imagi- 
nation, shows him a need the goods would serve, and 
stimulates his desire to have them and to enjoy them. 
The European, however, seems to regard his windows 
as a warehouse. Despite the handful of good displays 
which we get out of London occasionally, they are 
few and far apart when you seek to find them. 

In the manufacturing cities of northern England 
it surprised me to see that the goods shown were in 
mass formation, so heavy in many instances that vir- 
tually all you saw was an array of price tickets loom- 
ing up all over the merchandise. Moreover, the dis- 
plays would start at the plate glass and run way up 
to the top of the background. In counting the suits 
shown in one conspicuous window, I listed thirty-nine 
displayed on half-coat forms made of wire, going up 
like stair steps to the top of the window. I went in- 
side to have a look at the store and see how the stock 


was arranged. All the suits were packed in sheives, 
while shirts, ties and haberdashery were displayed on 
long rods over the counters, a wonderful place to 
catch.the dust. 

A young fellow in a black swallow tail coat and 
fancy striped trousers came up, asking what service | 
required. I told him that I would like to meet the 
man in charge of the windows. What a jolt I got! 
He told me that the windows were trimmed by the 
assistant clerks behind the counters, clothing men 
handling the clothing windows, and various other de- 
partments following suit, displays being changed twice 
each month. I had quite a talk with my informant, 
going in the subject, illustrating the difference in 
the principles of American and English display. The 
Englishman listened patiently, but asserted that while 
our windows possessed artistic features he did not be- 
lieve that they could sell as well as the English type. 
Where ignorance is bliss, it is, indeed, valorous. 

In Manchester I took time to observe window 
practices closely, and I was surprised to see how fre- 
quently the selling appeal was omitted. One large 
drapery shop, for instance, had a display of cotton 
goods in the bolt, standing upright with glaring price 
tickets appearing on each bolt. No beautiful back- 
ground to break the monotony—just one solid show- 
ing of cotton goods. The window was in full accord 
with the accepted scheme of things in English mer- 
chandising. In London I noted a few fine displays, 
but I found the big stores, which offered these, oper- 
ated on the American order with American display- 
ment usually supervising the windows. 

Leaving England outward bound for Australia, 
our first port was Gibraltar. What a method of mer- 
chandising they use there! Twenty different nationali- 
ties all bunched together on the same main street, the 
merchants standing outside their establishments to 





Left, Milan, Italy, Display of Linens. Right, by Claude A. P. Dixon, Collinson & Cunningham, Palmerston, North New Zealand 
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THE 


cry their bargains to the boat passengers! Marseilles 
came next, disclosing a few high-class stores with dis- 
plays arranged in good taste, the women’s apparel 
and jewelry shops taking the lead. At Naples, which 
we touched on a Sunday, we found the population in 
gala attire with a group of stores disclosing trims of 
, very high order. The coloring and arrangement 
were almost perfect. Naples certainly sets the pace 
in becutiful footwear and hats. 

Port Said, on the Suez Canal, was merely an 
Oriental town with merchants sitting in front of their 
bazaars, with small boys fanning them. Columbo, 
Ceylon, a scenic beauty spot, with its interesting “tea 
and cinnamon gardens,” does its buying from side- 
walk stores where the goods constitute the sole dis- 
lay. 

When we reached Melbourne in Australia, I found 
the store windows a treat, the majority of displays 
being built upon our own pattern, merchandising fol- 
lowing the western mode, although on a smaller scale 
than in the United States. In my contacts with some 
of the big stores I had the good fortune to interview 
several of the principals. It was pleasing to hear these 
merchants praise American methods. Sydney show- 
ings, while attractive, could be materially improved. 

Our trip to New Zealand brought us to a region 
of great possibilities and already deservedly known 
as progressive. The well-kept stores and pleasing 
displays testify to the keen intelligence and the alert- 
ness of the retailers, and hustle and bustle is apparent 
in all departments of life. The American colony here 
is flourishing and well satisfied with business condi- 
tions. Wellington and Auckland are the leading cities 
of the north island, while Deneden and Christchurch 
are the chief centers of the south isle. 





BEARD AND AGATE JOIN WERTZ STAFF 

Frederick L. Wertz, window. display counsel, 8 West 
Forty-seventh Street, New York City, announces the addi- 
tion to his staff of Morris L. Beard and C. C. Agate. Mr. 
Beard was formerly supervisor of poster publication and 
production and miscellaneous media for Colgate & Co. Mr. 
Agate was for four years advertising manager for the Man- 
hattan Electrical Supply Company, manufacturers of Red 
Seal Dry Batteries and radio products, and had previously 
been with McGraw-Hill and similar organizations. These 
additions to the Wertz staff are expected to add material 
strength to this alert establishment. 





MAHARAM SPECIALIZING IN DISPLAY FABRICS 

Joseph Maharam, of Louis Maharam & Son, has opened 
an attractive new store and display show room at 107 West 
Forty-eighth Street, ew York City, right opposite the Friars’ 
Club and in the heart of the city, under the name of the 
Maharam Textile Corporation. They have been specializing 
lor many years in the theatrical drapery field and are now 
entering the wndow display sphere because of its rapid ex- 
pansion. They have their own manufacturing plants at 
Frankford, Pa., and Paterson, N. J., which are devoted to 
devising new lustrous fabrics for display purposes. Their 
logan is, “Direct From the Mills at Attractive Prices.” 
hey offer consultation on special display problems as a’ 
part of the Maharam service. 


_GREATER POSSIBILITIES FOR DISPLAY 
Windows of unusual size will feature the new Montague 
« McHugh store, Bellingham, Wash., construction of which 
will be begun shortly. Three sizes of the building will be 
devoted to windows, which will be augmented by vestibules 
paralleling the entrances. 
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Is your Display Department properly equipped with a 
WOLD AIR BRUSH OUTFIT? Good tools are essential 
for good results. 

For 35 years we have made Air Brushes, and when better ones are 
made we will make them. 





Wy Ask for a catalog of “THE AIR BRUSHES 
. WITH THE GOOD REPUTATION.” 


: THE WOLD AIR BRUSH MFG. CO. 


2173 N. California Ave. Dept. 4, CHICAGO 






















EVERY WINDOW DRESSER. 


Needs PEERLESS DISPLAYERS 
First Quality 
Plate Glass Shelves, Ovals, Squares, Circles and Oblongs 
Edges Ground and Polished—%-Inch Thickness 
WRITE FOR FOLDER SHOWING SIZES AND PRICES 
PEERLESS DISPLAY DEVICE CO. 
19 WEST 24th STREET NEW YORK CITY 
















IT’S A WINNER! That’s what they all say about 
“NUARTCHROME” 


Nuartchrome is applied to backgrounds in our own studios by 
special process, any color. Specify “Nuartchrome” finish on 
your next background, order now for early delivery. Back- 
grounds made to order. Send diagram. 


THE SCHLICHER STUDIOS 


32-34 N. Main St., Fond du Lac. Wis. 



















CUT-OUT 
' FIGURES 
\e FRON UPSONE 


LiFe 
SIZE 


5 






LIFE SIZE- OIL PAINTED 


DAVE SLOTKIN 
1970 EVERGREEN AV. CHICAGO 






































Commercial Printing 





Folders, Stationery, 
Forms, Booklets, 
Catalogs 


 * ead service and reason- 

able prices combined with 
a strict adherence to customer’s 
requirements has won for us a 
satisfied clientele. 


May We Serve You? 


The Peerless Printing Co. 


1209-11 Sycamore St., 
Cincinnati, Ohio 
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You Can Master Show Card Writing 


Enthusiasm Is Behind the Achievements of the Most Expert Lettering 
Craftsmen and It Can Do as Much for You 


By FRANK DODSON 


Display Manager, Woolf Brothers, Wichita, Kansas 


ANY store card writers have written me of perfection that I have set as my goal. And right 

asking for advice regarding advancement here I have the best lesson for the ambitious show 

and mastery in this interesting art. In card writer: Develop an enthusiasm for your work, 

the first place, careful study, observation do it with a zest, for there is nothing that will in- 

and sincerity of purpose are the chief spire you to greater accomplishment in this field. 

requisites. I would hardly subscribe to the idea that So I would say write ENTHUSIASM with capital 
natural talent is the deciding factor. letters, hang it above your desk, and if you can catch We Wi 
These inquiries often flatter me, for I hardly be- its real spirit your future in the art is assured. L Asa 
lieve that I have achieved anything near the height Study your own work. Judge each show card by vention 
“With 
Be su 


us—we 


le vokin: 


12 
ET 


Group of Recent Cards by Frank Dodson, Display Manager, Woolf Bros., Wichita, Kansas 
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ick Ses bees ‘ : 
Catalog No. 13 

Hot from the press... here it is... the biggest, best-looking and livest issue of 
all. Every page is of value because it gets down to brass tacks—shows you 
‘“ 3 99 5 r 

We Wikies CESS Oe Nuh 

I. A. D. M. Con- sil 

vention in Chicago eo 

“With Bells On” 


TRADE MARK REGUS PAT.OFF. 


Be sure to meet BRUSHES ano SUPPLIES 


us—we will be 
looking for ‘you. and the good, big type and many illustrations make it 
° easy to read and understand. Send for your copy today! 


126 TO 130 ‘ DAYTON, 
nero so CD 9» -Datly *s 
and Supplies 


Ohe House of Perfect Stroke” Brushes 














Tf Youlnew dust How Mr Dodson 
Gets His Remarkable Color Effects- 


Most every show card writer would give his “eye teeth” to know, as 
Frank Dodson is an outstanding figure in the display field. (See his 
article on opposite page.) 


, 
= Sheer genius, of course, is an intangible that cannot be measured 
and charted. All we can do is to examine into the technique 


of his tools and materials. 


For one thing, he uses “PRANG” Tempera colors. “Of great 
importance,” says Mr. Frank Dodson, “is the quality of show 
card colors. Bright, opaque, well-covering colors of true 
hue are absolutely necessary to insure the beauty and effec- 
tiveness for even the best craftmanship. Prang Tempera 
show card colors are admirably suited to this class of work.” 
“PRANG” Tempera Show Card Colors are distinctive, being 
based on the color circle—in this set of standard spectrum 
colors each has a definite relation one to another, for effec- 
tive mixing. 


Read Mr. Frank -Dodson’s article in this issue and then TRY 
Prang Tempera—that will wholly convince you. Write for 
Color Card and Booklet. 


THE AMERICAN (?) CRAYON COMPANY 


SANDUSKY - OHIO NEW YORK 


Old Fastnd™ 


LEADERSHIP SINCE 1835 
91 Years of Faithful Service 
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Just Off the Press J 


THE 


BLUE PRINT TEXTBOOK 
of Sign and Show Card Lettering 


BY 
CHARLES L. H. WAGNER 


Principal of the Wagner School of Sign Arts, Boston, and 
Educational Director, Associated Sign Crafts of N. A. 





An Up-to-Date Manual of Great Commercial and Educational 
Value. Essential to Vocational Schools, Sign Painters, Show 
Card Writers, Apprentices, Helpers, Students, Window Trim- 
mers, Artists, Designers, House and Automobile Painters, Out- 
door Advertising Artists, Commercial Artists, Store Proprietors 
and Clerks, Teachers of Drawing, etc. 


The BLUE PRINT TEXT-BOOK is invaluable to any one seek- 
ing knowledge in the sign arts. It contains seventy-two full- 
page plates of alphabets, and is replete with copy relative to 
the mechanics of sign and show card writing. Gilding on wood 
and glass, pigment and color information featured in addition 
to lettering. 


The author has been teaching lettering for more than twenty 
years, and has embodied in this book ideas which have proved 
valuable in developing students into finished workmen. Hun- 
dreds of first-class craftsmen have learned lettering from the 
BLUE PRINT METHOD as presented in Mr. Wagner’s new 
TEXT-BOOK. Don’t delay. rder your copy at once. 


PRICE, $5.00 


SEND CHECK OR MONEY ORDER 


WAGNER SCHOOL OF SIGN ARTS 


Publishers 
147 COLUMBUS AVE. BOSTON, MASS. 
Agents Wanted—Write for Terms 























Send for FREE Samples, or, 
better—a trial order. Then you'll 


KNOW that Quality is the reason. 


HURLOCK BROS. COMPANY 


Inc. 


3436-38 Market St.—3435-39 Ludlow St. 
PHILADELPHIA 
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the one made before it; insist that each shall be ay Sprinr 
improvement over the other. Do you work with , 
devotion that will truly inspire the best that is jy 
you? If you will do your best at all times. im. Maite: ; 
. A MM stationery al 
provement is sure and certain. When I look backiy w. Bea 
at my work of just a year or two ago, I realiy amgmgM. W. Bea 
ashamed of its crudeness, which shows you, afier all, Pendleton; 


that you must believe in yourself, and this contidence 
will give you the enthusiasm of which I speak 

I am a strong believer in color and I try to make 
show cards at all times reflect the spirit of the sea- 
son. Many have said that the colorful card is un- 
dignified, but I have found that the plain show card 
will not attract like the one with the life and action 
that only color can produce. 

Here is a group of cards that proved very effec. 
tive. All are on black stock. The hat card is a very 
simple yet attractive design. The border around the 


letter H is an emerald green. The poster flowers arefam M. W. Beav 






















orange, light blue and lavender. The wording is in Hibbin; 
white and the figure $5 is outlined in blue. The wordfi oacon wi 
HATS is underscored in medium blue. brought ot 

The batik tie card carries a summer alndscape HM wer the i 
The sky is in medium blue, with a few lines across wn the ap 
the extreme bottom to denote clouds. The trees arefi ,, join in 
in blue black. The roof of the house is in light blue Il ditoriun 
with a touch of orange to represent windows. The Seventy 
poster flowers at the top are in light blue magenta pinched | 
and orange, with little dots of emerald green. Theil wtninated 
lettering is white and the underscoring in emerald green. MM pypiic res 

The pastel shirt card is a very striking combina- HM jock un 
tion of colors, the sky being in medium blue. The... cieg 
tree is emerald green, shaded from light to dark, with weer thie 
a few dots of red orange. The trunk of the tree is Seem 
black. The foreground is in the following colors, Spring Oj 
shaded from dark to light and blended together: pation ain 
Violet, red violet and blue violet, emerald green, dark diel 
and light blue.. The lettering is white and under- wad theal 
scoring in green. Prang tempera colors produce ex- originator: 
cellent results for this class of work. ‘oe ee 

The spring exhibit card is another blend of colors * : he 
in perfect harmony. The sky is medium.blue with * z wit 
white clouds. The trees are in emerald green with a Sauith a 
few dots of white and orange. The trunk is black. tant vi 
The foreground is light green, red violet, blue violet, ai : 
purple, dark blue and light orange. The word iio “a 
SPRING is in white, outlined in black. The word i ? 
EXHIBIT is in white, shaded with black and alsogil al 
underscored in black. This makes a very striking the 4 Re 
show card if your colors are blended correctly. . atiod % 

The straw hat card is a typical poster effect 0 Bou ‘ 


a man wearing the new, snap-brim Panama hat. The 


face is in light red, high lighted with pink. The hag °"¢s jan 





is straw color, with a light blue and black-striped “ogee fc 
band. The tie is also straw color, with dots of black. te he a 
The circle is in light emerald green. All lettering me a 
in white. The word STRAW is outlined with light ° 01°70! 
blue and shaded with dark blue. The word TIME 's indo’ 
underscored in emerald green. a Se 
went +o tl 

| 7m . 

D. J. and S. Kurland, who operate the Buffalo Window Mood 
Display Service at 44 Norway Park, Buffalo, N. Y., a Rvs 7 
now doing work for national advertisers in addition to their Ayan Ca 
regular run of merchandise displays. Shernvin, 
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Spring Shows Span Continent 
(Continued from page 15) 

Variety stores, John W. Graham & Co., M. W. Beaver; 
stationcry and office supply stores, John W. Graham & Co., 
M. W. Beaver; sporting goods, John W. Graham & Co., 
M. W. Beaver; drug stores, The Owl Drug Co., E. A. 
Pendleton; paint stores, Jones & Dillingham, Maxwell. 





Thirty Shades in 
High Quality 
Art Poster Board 


Uighly Adapted for 
Speed in Both Pen 
and Brush Work 


Send for Sample Folder 
cnestENT))Baanid 


auditorium CMete - we announce the addition of 
. : ~ ; Be ar our new STARBURST LINE of Poster 
Seventy-five merchants eooperated in the drive Boards in Six Stunning New Colors 


launched by the Hibbing Advertising Club, which 
culminated in the big celebration held March 23. CHICAGO Soto COMPANY 
Public response was very favorable. From seven 666 W. WASHINGTON BLVD. . CHICAGO 
, Kee : : : Originators of New Colors and Finishes in Poster Boards - 
o'clock until eight-thirty every open store in the city 

was filled with visitors, who were enabled to look 
over the new stocks without importunity to buy. 

Sacramento (Cal.) merchants in their “United 
Spring Opening” banned all features, bands and at- 
tention creating devices. Windows and displays were 
scheduled to bear the brunt of interest production, 
and these ‘more than met the expectations of their 
originators. 

Larger crowds than previous events have brought 
out gathered from all parts of the Sacramento Val- 
ley to witness the displays, according to Darwin J. 
A Smith, publicity director, Sacramento Retail Mer- 












M. W. Beavers’, Spokane, “Uncle Walt,” Sold 11 Golf Sets 









Hibbing (Minn.) merchants opened the spring 
sason with a “Spring Opening Festival” which 
brought out a gratifying crowd. Hundreds from all 
over the iron range swarmed into the city to gaze 
wn the apparel and merchandise displays and later 
to join in the gala gathering staged at the leading 




















Free Trial 


Paasche Airbrushes 
are popular because 
they are fast and 
accurate. They are 
easy to operate, and 
durable. 

Send for our new cat- 
alogue. Order a 
brush. Your money 
will be refunded if it 





ith 


| chants’ Association. does not satisfy. 
et, p i ‘ : ’ Write for details 
oil Attractive window cards, coupled with special today. 


w editions of the local newspapers, constituted the pub- 


licity factors. This utilization of their own adver- M k b e 
Iso oe 
ng tsing facilities was an evidence of the faith which a Ss etter Signs 


the Merchants’ Association places in the glass : a ad 

AB itontier F . SIGN painters and display card 
0 3 ° 
he Four nights of brilliant illumination with thou- writers all over the country 
rath “ds jamming the streets and automobile traffic are making bigger profits by 
edi “°gged followed unveiling of the windows on Febru- using Paasche Airbrushes. 
‘kM UY 27, vindicating the association’s contention that They are able to make the 
isa “erchandise possesses attraction that does not need sort of signs that satisfy the 
ht the support of vaudeville or pageant to gain attention. customer and bring repeat 
is Windows installed by Golden & McGuire, women’s business. 


wear lealers, won, the trophy. - Honorable mention 


went +0 the John Breuner Co., W. A. Webster, dis- “ 
” playmin; Charles J. Noak Co.; Meldrum’s, florists ; sels 
Masor’s Haberdashery, Ralph O. Godt, displayman ; = 
Chicago 


are 
eit fm Ryan’. Candy Store; Mohr & Yoerk ; J. C. Hobrecht ; 1902 Diversey Parkway 
Sherman, Clay & Co., H. Allen Peterson, displayman. 
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Selling Displays for Vacation Month: 


Pleasures of Summer Given Buying Urge by Disclosing 
Dependency on Transportation and Equipment 


ROM east and west coasts come sugges- 
tions of the approach of the vacation 
period in which the weary city dweller 
turns from the heat and turmoil of the 
business center to the gladsome environ- 

ment of the great out of doors. Two of the foremost 
exponents of window art, with common realization of 
the nearness of this season, have joined in a presenta- 
tion of means of coupling the appeal of this era of re- 
laxation with the paraphernalia of the camp and hunt 
that is essential of its thorough enjoyment. 

Motor transportation is a characteristic of the 
tourist of the present decade, his bent toward this 
mode of invading the far off points of interest and 
quietude, filling the highway of the land with long 
caravans of nomads, who cast off the binding habili- 
ment of conventionality, assume sport garb, and enjoy 
unwonted freedom. Hence it is natural that the great 
producers of autos and auto accessories should em- 
phasize their products at such a time, and the win- 
dow counsellor for the United States Rubber Com- 
pany, George A. Smith, New York City, is well 
qualified to show how nature’s phenomena may be 
used to bolster interest in tires. Gigantic and costly 
as his productions are, the ideas conveyed by them 
may be used in a less expensive manner by the small 
town dealers, whose skill at adaptation will deter- 
mine the effectiveness of their windows. 


Of the sets which Mr. Smith has produced he 
says: 

“These displays were all created and worked out 
through an inspiration which I received while on an 
extended trip through the West three years ago. I 
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nursed this idea for some time, but was unable 4 
put it into effect until this spring, when I was give 
the opportunity. 

“The idea was to create an atmosphere for th 
tourists who are planning on a cross country trip thi 
summer. This set of windows cost just a trifle ovey 
$1,000 each. The scheme consists of a circular-shaped 
box with the flat surface covered with a light plun 
colored silk velour. The columns were given a caer 
stone treatment with a finish of gold and green. Thé 
tops were finished off with a decorative cut-out plaqué 
treated in a dull gold finish, the platform being coy 
ered with the same velour as previously mentioned 
The floor was of tile block made of wall board 
finished in a marble effect, to harmonize with thé 
general color scheme. 

“Foliage and flowers were in harmonizing colo 


- tones and were arranged in a drooping fashion. The 


scene set back about twenty inches, and, when lighted 
at top and bottom from concealed troughs, covered 
with gelatin, produced a very effective shadow box. 
The top was lighted in a blue green with the bottom 
in rose pink. A rose pink color was also thrown from 
the ceiling of the window onto the entire front 
through the regular lighting system.” 

Luggage is the theme of a background sketched 
by J. Walter Johnson, display manager, Powers Fur- 
niture Co., Portland, Ore. With characteristic grace 
he has fashioned a window setting which, by clever 
arrangement and careful poses, brings to the eve of 
the prospective tourist the replica of a lobby ina 
summer resort. 

Summery frocks, cool looking straws, wicket 


Two Elaborate Windows by George A. Smith, Linking Tires With Vacation—Tour of the West 
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A Subtle Display Setting by J. Walter Johnson, Showing Novel Introduction of Luggage Theme 


chairs, foliage and miscellaneous appurtenances of 
the set, convey the thought of coolness and restful- 
ness, while an overladen bellhop brings in the mer- 
chandise tie-up without resort to artificiality. Of the 
season and its opportunities, Mr. Johnson says: 
“Vacation days brings thoughts of travel to the 
minds of all. From tramp tourist to de luxe traveler, 
each and all are planning their summer itineraries 
now, looking over their equipment or baggage and 
replenishing their needs. This fact should’ be taken 
advantage of with special settings for luggage and 
traveling accessory displays. What wonderful oppor- 
tunities it surely offers to make these displays un- 
ual! For instance, a setting with the summer re- 
sort depot and its lake or river forming a scenic back- 
ground would be attractive for your grouping of 
baggage; a scenic painting of a party about to start 








= 


on an automobile vacation trip could be used to fea- 
ture luggage especially made for automobiles, or, if 
you are fortunately located at a seaport, a back- 
ground featuring a large steamer would be different. 

“From week-end guest to ‘round-the-world’ trav- 
eler each has his own particular need in the matter 
of luggage. Appeal by various types of windows to 
each glass rather than appeal by one jumbled win- 
dow to all classes at once! Give your displays some 
human interest and you are bound to profit by it in 
the sales of the merchandise you show. 

“This sketch featuring a section of a hotel lobby 
would make an interesting and unusual luggage dis- 
play. In fact, it would be good for other lines of mer- 
chandise also; for instance, men’s or women’s wear- 
ing apparel or a display of overstuffed furniture, 
summer furniture ,lamps, etc.” 





4 For'suick's NEW FREE CATALOG 
a” BRUSHES AND 
CARD SUPPLIES 


oe" Address DICK BLICK CO., Box 437W, Galesburg, III. 
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HE early spring days in April were not par- 
ticularly favorable from a business standpoint 
owing to the inclement weather, but, neverthe- 
less the windows along State Street peered 
forth with their radiant bits of spring mer- 
chandise, as does the early violet peeping 

through the early thaws. But we are thankful and may the 
commercial blessings rest upon the head of the weather man 
when he pressed the lever of regular spring and summer 
weather. For the last few weeks Chicago has been blessed 
with regular summer days, which brought out crowds along 
State Street as nothing else can. do . Window shoppers in 
abundance and throngs massed in front of every department 
store and shop indicated that their minds were turning rapidly 
to the merchandise that was so wonderfully displayed with 
their usual attractive settings. 

At Marshall Field’s the passersby were greeted with its 
usual elegance. One window in particular during the latter 
days of April that caused unusual comment and notice was 
the bridal display. Arranged in front of the magnificent set- 
tings of the corner window of Washington and State streets, 
the bride and her retinue of attendants were all handsomely 
gowned with unusual taste. 

One window at Field’s that was decidedly out of the ordi- 
nary was the furniture window at Randolph and Wabash. 
The furniture shown therein was especially designed by Ar- 
thur V. Fraser and carried out under his personal supervision 
in his window studios. This furniture, using the elephant as 
the motive, was created for the new Oriental Theatre that is 
to open its doors shortly, and to say that the design of the 
furniture was marvelous is making it mild—we might go so 
far as to be a bit effusive by saying it was gorgeous. 

In the balance of this firm’s windows summery merchan- 
dise was well displayed, giving much attention to sports 
wear and the accessories that go with it. 

Then walking south on State Street, Stevens’ immense 
island window was a particular attraction, it being trimmed 
for Derby Day. The entire window was transformed into the 
paddock of Churchill Downs, with a derby entrant occupying 
the space of prominence. This magnificent thoroughbred was 
black in color, having all the earmarks of a winner. As- 
sembled about the paddock were smartly gowned manikins, 
dressed for the sport of kings. This particular window was 
attracting considerable attention as throngs were massed in 
front during all hours of day and night. Unusual credit 
should be given A. J. Jones and his able assistant, Thomas 
S. Jones, for this timely setting. 

Further down along State Street we find that A. H. Kagey 
has done himself proud in the way he has displayed two win- 
dows of smart frocks and coats, both in shades of ashes or 
roses. This merchandise was shown before wonderful back- 
grounds that Mandel Brothers are noted for. 

Across the street we find J. E. Tannehill, Carson, Pirie, 
Scott & Co., devoting his entire State Street front to bridal 
displays. The entire setting was one that made many a young 
heart flutter when she viewed the magnificent gowns that were 
so well displayed upon the wax in the windows. All windows 
were interlinked by huge garlands and bows of white satin 
ribbons. 

Crossing over at this point to the west side of State Street, 
we find the Boston Store heavily engrossed with their fifty- 
third anniversary sale and we think that W. A. McCormick, 
in handling this sale event, has worked wonders. All of the 
windows had as a centerpiece a master plaque with a vic- 
torious figure with arms outstretched, holding the symbol of 


Chicago Monthly Display Review 


Bridal Finerie and Movie Garb Vie for Chicago Interest With 
Elephantine Furniture and Derby Downs 


By J. DUNCAN WILLIAMS 
Special Correspondent, The DISPLAY WORLD, Chicago, Ill. 
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the event. The merchandise arrangement was well handled, 
and, even though quantities were shown, they were grouped in 
such a manner that gave a decided artistic appearance to these 
sale windows. Thei nterior of the store was also nicely deco- 
rated. Huge grills, heavily laden with green foliage and bril- 
liant Oriental birds, were in profusion. 

At Bedell’s the grouping of the merchandise is especially 
interesting—a clever feat that B. C. Hampton is noted for, 
Satin panels were used as centerpieces, upon which were 
painted magnificent birds and trimmed heavily with early 
summer foliage and flowers. One thing in particular that is 
noticeable was that an entire window was devoted to $16.0 
dresses, is kept for this purpose at all times, and it might 
be well to add in passing that one entire floor of this 
establishment has been turned over for the use of this $16.00 
item, having a special buyer for these dresses only. 

We cannot say too much for the windows of The Fair 
during their Bridal Week, and great credit is due J. H. Rich- 
ter and his able assistant, C. R. Scott, for this accomplishment. 
The corner window was one of beauty, featuring the bride, 
bridesmaids and flower girls. Huge quantities of natural 
greens were used and both the bride’s and bridesmaids’ bou- 
quets were of unusual beauty. The entire front was turned 
over to merchandise suitable for the bride—one window de- 
picting the bride’s traveling outfit; another, bridal linens, 
which deserves unusual mention. Bridal gifts were displayed 
attractively in another window, while the window featuring 
furniture was one arranged very tastefully with the table 
set for the bridal breakfast. 

An unusual window, and one deserving much credit, was 
at the Davis Co., featuring models of famous movie stars, 
done in wax. The entire window at the corner of State and 
Van Buren streets was turned over for the featuring of these 
movie stars, some nine in number, among which were the 
following prominent movie stars: Aileen Pringle, star of 
“Three Weeks,” reclining upon a chaise lounge with the in- 
evitable cigarette; Mae Murray, of “French Doll” fame; 
Anna May Wong, the famous Chinese star, posed in front of 
a Chinese setting; Anna Q. Nilsson, Claire Windsor, Eleanor 
Boardman, Bessie Love, Irene Rich and Gertrude Olmstead. 
All of these wax models were handsomely gowned in crea- 
tions from the department and were attracting an unusual AY Gli 
amount of notice. 4 1 
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ISSUE MANUAL FOR BOOK STORE DISPLAY 

A comprehensive guide book on advertising and window 
display as it applies to the book seller has just been issued, 
by the National Association of Book Publishers under the 





caption of “Book Store Advertising Publicity and Window UPPER 
Display.” The author is John T. Hotchkiss, for fourteen opening disp 
years manager of the J. K. Gill Co. Portland, Ore. The flat surface 1 
price is 50 cents, which may be remitted to the Association, and gray sil 
Astor Court Building, 25 West Thirty-third St., New York. done in bri 
gold, silver, 
SPARK PLUG AS ATTENTION GETTER CENT 

One of the most effective display features ever used by and an 
Francis Bros., Reading, Mass., was a unique reproduction of es ai 


Spark Plug, of comic fame. The body was composed 0! an 
ash barrel and a coal hod. Stovepipe and elbows formed the 
legs and part of the neck. His head was a common market 
basket with skate straps for a halter. The eyes were made 
of draw pulls and washers, while the nostrils were also 
washers. His ears were common. garden trowels an’ 4 
counter or dust pan brush made the tail. Could one conceive 
of a better creation for a hardware merchant? 
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\ Glimpse of the Splendor of State Street’s Spring Displays 


UPPER LEFT—Spring opening display by Arthur V. 
Fraser for Marshall Field & Co., Chicago, Ill. This picture 
shows the corner window at State and Washington streets, 
April 1, 1926, 


UPPER RIGHT—By Arthur V. Fraser of the spring 
opening displays at Marshall Field & Co., Chicago, Ill. The 
fat surface of the background arch is covered with lavender 
and gray silk. The scenic painting back of the opening is 
done in brilliant colorings of blue, black, brown, purple, 
told, silver, lavender and pink. 


CENTER LEFT—An unusual display of boudoir lingerie 
id negligee by J. H. Richter for The Fair, Chicago, Ill. 
Gray silk lingerie with lavender trimmings were featured. 
he chiffon silk curtains of purple were hung from the top 
ol the window near the glass, providing the effect of a peep 
Mo mila.ly’s chamber. There was a crowd around this win- 
ow at ail times. 


CEN’ ER RIGHT—Another spring opening display by 
-H. Richter for The Fair, Chicago, Ill. Rich scenic paint- 


ings, done in deep colorings, framed within the stucco back- 
grounds and relieved by marble base and polychrome scroll 
work representative of wrought iron, provide a decorative 
note of interest. 


LOWER LEFT—An opening display by Allen Kagey for 
Mandel Brothers, Chicago, Ill. Green, gold and pink com- 
prised the color scheme of these windows. The flat surfaces 
in the window were in mixed shades of green. The orna- 
mental grill work and arch frames were finished in gold 
over red, which gave a pink tone in reflection. Spotlights 
were set on the floor behind the lower part of the back- 
ground and the light reflected up against the higher parts 
of it. 


LOWER RIGHT—Sectional view of the island window 
of Charles A. Stevens, Chicago, Ill, by A. L. Jones, as it 
appeared during the spring opening. Hanging baskets and 
stands of live ferns studded with spring blossoms comprised 
the decorative treatment for the proper display of the beau- 
tiful costumes shown. 
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A Glimpse of the Display Studio 


The Glory of the Window Rests on Artful Use of Brush and 


Saw Patiently Wielded in This Sanctum 
By A. R. GODFREY 


Special Correspondent, The DISPLAY WORLD, Spokane, Wash. 


UST the other day I had 
the good fortune to hap- 
pen onto J. Allyn Dean, 
display manager at The 
Crescent, Spokane, 

Wash., as he was out looking over his 
windows. I asked him what he had 
done to prepare for the United Spring 
Exposition. Immediately he invited 
me to come up to the display shop and 
watch the work. He mentioned that 
I might get a lot of good material for 
a story. And here’s the story: 
The first thing I saw as we 
stepped from the elevator were two 
huge pillars about fifteen feet high 
and three feet through. Next to these 
was a pile of heavy board circles 
nicely beveled. He explained that the 
pillars were to be at each side of a 
huge painting, being done in “thistle” 
shade for this big corner window. 
The circles were the bases and tops 
of the pillars. The finished pillars 
would be polychromed and entwined 
with wild roses, especially imported 








from Germany for the 
event. 

He had intended to 
have an artist from 
Chicago come and paint 
his backgrounds, but he 
found that Miss Violet 
Smith, Spokane, was an 
exceptional artist and 
could handle it. She 
has been busy for the 
past few weeks, design 
ing the paintings and 
scroll work frames tor 
them for the store’s cor- 
ner window and the five 
Main Avenue windows. 

The painting for the 
corner window is 15 by 
18 feet, and it had to 
be taken to the loft ol 
the American Theatre 
to be painted. There 
was no place in the 
store large enough. 

From the hallway 


Above, At Work in Display Studios; Below, One of the Finished Displays for The Crescent by J. Allyn Dean, Display Manage! 
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vent into the studio, or display workroom, where Miss 
Smith and two assistants were busily engaged in paint- 
ing the backgrounds, floor blocks and scroll work in 
olor to match. 

The first thing we came to was a whole lot of 
«roll work, which my friend explained were the 
‘ames for the different pictures and backgrounds. 
One was the “butterfly” set, another was the “swan” 
st, and so forth. All of this woodwork had been 
tumed out in the carpenter shop in the next room. 
The lattice and scroll work was made of double-ply 
wall board, finely cut, glued, braded and sanded down. 

As we went by a table going towards the artist, 
Mr. Dean picked up a small water color painting. It 
was a very pretty little picture and covered with lines 
forming one inch squares. He explained to me that 
all of the scenes and scrolls to border them, the work 
of Miss Smith, had been carefully laid out in the 
miniature first, then enlarged upon. Then I noted 
that the large scenes against the wall, paintings, I 
should judge, eight by ten feet, were laid out in the 
same way as the smaller ones. 

Each window, explained my friend, was laid out 
ina color scheme, including floor, background and 
drapes, to bring out the pastel shade featured in the 
merchandise to go into the window. 

Over four hundred yards of georgette, specially 
purchased in New York, will be used as curtains to 
veil the paintings until their opening, and all of the 
curtains are to be bordered with satin ribbon. Both 
the veil and its border will be the same shade as the 
particular window for which it was made. The bot- 
tom of the veil will be weighted and the curtain will 
hang in folds to the bottom of the painting. 

On a table in another corner of the room an as- 
sistant was painting window floor blocks in the dif- 
ferent shades to go with the backgrounds. Plain 
color blocks were being used for the center, while the 
blocks for the border were being painted in a marble 
design. 

Last, but not least, comes the big job of getting 
these huge pieces into the windows. Each painting 
ison a solid piece of cloth, but the frame is made in 
lour sections and hinged like a screen, so that they 
can be folded to be taken into the windows and yet 
when straightened out and cleated solid make the pic- 
lure come out taut and smooth. The only time they 
oa be folded is going in or coming out of the win- 
dows, 

The windows will be correctly lighted so as to 
best bring out the daylight shade of the merchandise 
and backgrounds. 

How long has Mr. Dean worked on his spring 
“pening windows? Several months; his first plans 
Were laid upon his return from the east last December. 
_ Carcful planning is the biggest secret in successful 
lisplay work, as any of the leaders in the display 
Protession will tell you. 

































_ STACY JOINS PERCY ORGANIZATION 
. _ r G, Stacy has joined the staff of Carl Percy, Inc., 
o ucers of window displays, New York, in a creative 
', COllact Capacity. Mr. Stacy had been employed in a 


imilar Capacity with the Kalkhoff Co., New York, for the 
ast five years, 
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Learn to Letter 


Attractive Show Cards 


This book was 
written by a 
master artist to 
promote the 
money - making 
side of artistic 
lettering. Cut 
shows one of 
the many illus- 
trations used to 
develop the speed and 
art essential to success 
in making show cards, 
signs, posters, display 
cards and advertisements. 


“LETTERING FOR COMMERCIAL PURPOSES,” 
by Wm. Hugh Gordon, sets forth as simply as possible 
the methods found most practicable in the production 
of show cards, posters and advertising matter for single 
copy jobs or process reproduction. Non-technical, a 
thorough and complete manual of mstruction in this art. 
Endorsed by all leading show card writers and poster 
artists and by teachers of show card and poster art. 


Get a copy now and start soon to make money. 


m It Covers 
Both 


Pen and 


Brush 
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Contents covers Modern Lettering, Classification of 
Letters and Types, Some First Principles in Lettering, 
Brushes and Pens for Lettering, The Potentiality of a 
Show Card Writer’s Brush, First Principles in Show 
Card Writing, Colors and Their Preparation, Some 
Ideas for the Amateur.in Show Card Writing, Arrange- 
ment and Balance in Show Card Lettering, Diagram- 
matical Analysis of Letters, Rapid Single and Double 
Stroke Numerals, Economy of Motion as an Aid to 
Speed, Modification of Type Faces Adapted to Brush 
Work, Italics in Speed Letter- 





ing, Graceful Swing vs. La- 

borious Draft in Lettering, Thorough 
Speed Limit in Lettering Show Complete 
Cards, Fundamentals of Speed Authoritative 
Work, Poster Styles of Letter- 

ing, New Alphabets vs. Old, 176 Pages 
The Show Card and the Show More Than 200 
Card Man, Illustrative Stunts Plates 

for Show Cards, Motion Pic- 

ture Titles and Their Prepara- De Luxe Bound 
aay Only $3.50 
ORDER YOURS NOW Per Copy 
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Pp caplet Neale tie el a ic er eR ee 1926. 


BOOK DEPT., SIGNS OF THE TIMES, Cincinnati, Ohio. 


Gentlemen: Enclosed find money order for $3.50 for one copy 
of Gordon’s LETTERING FOR COMMERCIAL PURPOSES. 
Ship at once postpaid to following address: 





Name.... 


Address... 


City and State..... 
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Ray Williams has succeeded H. W. Weaver as display 
manager for J. Blach & Co., Birmingham, Ala. Mr. Wil- 
liams was formerly with Loveman, Joseph & Loeb, in that 
city. 





A. A. Hansen, display manager for Frank & Seder, De- 
troit, Mich., is doing some very excellent work there, having 
adapted himself well to the requirements of department store 
trimming. 





P. R. DeWitt, formerly displayman and card writer for 
Hatcher’s and F. G. Clayton Co., Detroit, Mich., is spend- 
ing a short vacation with his parents at Westerville, Ohio. 

V. F. McCollum has resigned as display manager for 
A. J. Gordon, Brunswick, Ga., to accept a similar position 
with the Chamberlin, Johnson, DuBose Co., Atlanta, Ga., 
one of the South’s largest department stores. 





Donald D. Kester is now located at Selber Bros., Shreve- 
port, La., as display manager, having complete charge of 
the show windows and interior as well as the card writing. 





J. D. Williams, director of display, National Retail 
Clothiers’ Association, Chicago, IIl., has just returned from 
New York City, where he conducted a two weeks’ intensive 
course in window display at the Hotel Wolcott for the 
Eastern members of the association. The event was very 
successful and was enthusiastically received by the large 
number Yn attendance. 





F. M. Wilder, formerly display and advertising manager 
for Block Bros., Kenosha, Wis., is now advertising manager 
for the Central Store Co., Youngstown, Ohio. 





Charels Raymond Howren, for six years first assistant 
display manager at Miller, Rhoads & Swartz, Norfolk, Va., 
is now display manager for Smith & Welton, of the same 
city. This change in location is a testimonial to the good 
use of his talent which Mr. Howren is making and indicates 
his advancement in the profession. 





James J. McDaid, chief of the Window Display Service 
of the Dennison Manufacturing Co., makers of crepe paper, 
gave a demonstration of the use of this product before an 
appreciative audience of Cincinnati windowmen on May 3. 
The demonstration was staged in the “club” room of the 
Hotel Gibson. 





First honors in the display contest recently conducted 
by the Kirsch Curtain Rod Co., Sturgis, Mich., were taken 
by Ellwyn McEachnie, display manager for the Jahraus- 
Braun Department Store, Buffalo, according to the com- 
pany’s announcement. The accomplishment carried with it 
a prize of $300 which is a tangible testimony. to the skill 
of the winner and an incentive to displaymen to make full 
use of contest opportunities. 





The store of the Donelan Co., Ottumwa, Iowa, has at- 
tained a frontage of seventy feet as an outcome of a sale 
in which the S. C. Cullen Co. took over the W. J. Donelan 
Co.’s interests. Remodeling will follow and new windows 
will be installed with an arcade front and one or two island 
windows, according to Craige A. Embree, display manager. 





M. Wolfson, formerly. display manager for Baer Bros. 
& Prodie, Chicago, Ill., is now holding a similar position 
with the Raleigh Haberdashery, Washington, D. C., an ex- 
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clusive men’s wear establishment. A. M. Morton has suc. 
ceeded Mr. Wolfson at the former concern, where he has 
been employed as displayman for one of the other stores of 
that concern. 
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J. E. Tannehill, display director, Carson, Pirie, Scott & 
Co., Chicago, Ill., was a visitor at the offices of The DIS. 
PLAY WORLD, Cincinnati, Ohio, on May 3. Mr. Tannehill 
had spent a few days in that city visiting lifelong friends. 





H. W. Weaver, recently of J. Blach & Sons, Birmingham, 
Ala., has accepted the position of display” manager for the 
F. G. Clayton Co., Detroit, Mich. 





Harry W. Hoile, treasurer of the International Associa- 
tion of Display Men, resigned as display manager for Rora- 
baugh-Brown Dry Goods Co., Oklahoma City, Okla., on 
May 1. His future plans have not been announced. 

W. J. Randolph, formerly display manager for the 
O’Brien-Jobst Co., Peoria, Ill., is touring to the Pacific Coast 
with Mrs. Randolph, where he will locate. 





E. R. Eppel, formerly in charge of display for Jacobi 
Bros. & Mack, Galesburg, IIl., is now in a similar capacity 
for O’Brien-Jobst Co., Peoria, Ill. Mr: Eppel is a com- 
petent and thoroughly alert windowman and is favorably 
known among The DISPLAY WORLD readers through his 
contributions to its columns. 





George A. Bordeleau, Lowell, Mass., created a very in- 
teresting display of Maytag washing machines for one of the 
local electrical dealers. It won third prize in the window 
display contest conducted by the Maytag Philadelphia branch 
for dealers in the eastern part of the country. 





Frank Dodson, display manager, Woolf Brothers, Wichita, 
Kansas, captured first prize for a very artistic men’s clothing 
trim during the Spring Style Show in that city. 
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Acquisition of four parcels of real estate at the corner of MM The KOES 
Illinois and Market streets, Indiaanpolis, Ind., disclosed the M314 ¢ Frail 
fact that the William H. Block Co. plans shortly to make 
large additions to its present store. The Block Co. is 
of the largest department stores in Indianapolis. 





J. H. Hilton, formerly display manager, Ritter & Meyer, 
Youngstown, Ohio has accepted a similar position with 
George M. Wilson Co., Pittsburgh, Pa. Mr. Hilton will have 
under his direction seventeen display windows, which will 
give him a splendid opportunity to give expression to his 
display ability. 





Kline’s, Oshkosh, Wis., is now in its new location, the 
double building formerly occupied by the Continental Cloth- 
ing Co. The new front of terra cotta sets off to advantage 
the arcade show window conhtruction, which provides ut 
usual facilities for attractive displays. 





W. J. Smith and C. F. DeCou have established the East 
Michigan Display Service, 1523 Beach St., Flint, Mich. and 
will cover’ Flint, Lansing, Jackson, Battle Creek and Kala 
mazoo Mr. DeCou has been an assistant to C. W ie 
display manager of the West Town Store, W. A. W eiboldt 
& Co., Chicago, and Mr. Smith has worked for two and one 
half years as first assistant in the display department ° 
Smith-Bridgman & Co., Flint’s leading department store. 
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Do You Want to Be an 
Advertising Manager? 


If you do, you don’t want to be a 
half-way advertising man. You 
want practical knowledge that will 
aid you to succeed without loss of 
time. 

The Koester School’s New Retail 
Advertising Course offers you the 
foundation on which to build the 
superstructure of your success. It 
gives you something substantial on 
which to stand. It gives you a 
reservoir of practical information 
fom which to draw. It supplies 
you with the knowledge necessary 
to meet the demands of modern 
commercial life. And it will equip 
you for a better paying position in 
a comparatively short time and at 
little cost. 

No ambitious man can now say, 
‘I haven’t time.”” No reasonable 
man can say, “I can’t afford it.” 


an A Comprehensive Course 
of 52 Practical Lessons 


In Part I the vital principles of 
retail advertising are analyzed. All 
of the technical and mechanical 
subjects necessary to a thoro un- 
derstanding of the preparation of 
successful advertising copy are 
covered. 

Part II is devoted exclusively to 


ill 




















m- 
bly 
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the writing and preparing advertising 
copy exactly as the work is done in 
ow modern retail stores. It covers an 


entire year’s work. 

Part III is devoted to business 
letter writing, preparing circulars, 
pelders, booklets, catalogs and the 
ike, 


Most Modern Method of 


Instruction 


The Koester School teaches by 
the most modern method of instruc- 


yer, Mm tion, combining theory, demonstra- 
rith tion and practice, 

The subject of each lesson is 
ave Mm thoroughly discussed in an instruc- 
vill He 0" Paper which explains the fun- 


* damental principles of the lesson. 
his This is accompanied by examples 
illustrating the points brought out 
in the instruction paper. The stu- 
dent is then assigned work cover- 
the Man "8 the subject. When he has fin- 
ished the work assigned to him, he 


yth- sends it to us and we correct it 
age — every angle, returning it to 

‘im with all corrections carefully 
un- Me explained. All criticisms are per- 


sonal and individual. 
‘ he course may be studied at 
ome or at the school. 


The KOESTER SCHOOL 
314 §, Franklin St., Chicago 
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Mr. Sudzuki’s name 
done in Japanese Text 





Two Japanese Boys Graduate 
from Koester School in 1925 


Tokio. 


1925. 


We show on this page a picture of 
Mr. K. S. Sudzuki,, of Tokio, Japan, 
and also a picture of a window dis- 
play placed in the Matsuya store of 
This picture is one of a 
collection of typical Japanese win- 
dows brought over by Mr. Sudzuki. 


After graduating Mr. Sudzuki said: 
Before coming to the Koester School 
I had many doubts would this 
course be of help to me. After com- 
pleting the course it is with un- 
speakable gladness that I give 
praise for the good it has done 
me.” Mr. Sudzuki was the second 
young man from Japan to complete 
a course at the Koester School in 





These Boys Traveled Thousands of Miles--- 
You Need Travel Only a Few Miles 


to avail yourself of the very best training obtainable in the world in Window 
Display, Retail Advertising and Card Writing. 


New instruction added to our courses include demonstrations on the making of 
imitation caen stone, travertine and textured plaster backgrounds and a demon- 
stration on the use of the “Cutawl.” 


New drapes and new unit settings are also being taught. 


Write for Full Details 


~The KOESTER SCHOOL 


314 S. Franklin Street 


In the Window Display Center of the World 


Chicago 
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MWlen Wanted Positions W AICO 


[Men Wanted Position 


For Sale W durted to Buy 


Seabee ounce: ED Y 





To Reputable 


DISPLAYMEN, DISPLAY SERV- 
ICES, SALESMEN and SELLING 
AGENCIES 
we can make a very attractive propo- 
sition for the handling of our complete 
line of high quality display and store 
equipment. We are an old established 
manufacturing concern with a product 
of good reputation. Write for full 
information and copy of our new 

Catalog ‘G.”’ 


THE CINCINNATI SHOW CASE 
& DISPLAY FIXTURE WORKS 


232-40 Main St., Cincinnati, Ohio 








WANTED 

Salesmen selling fixtures to carry 
a well-advertised line of Va- 
lances and Drape Shades. We 
are an old established house 
manufacturing our own lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will be held strictly 
confidential. 


The National Decorative Company 
5 Hudson St., Camden, N. J. 
















FROOM’S 
COLOR CHART 
With VALUE SCALE 


Forty colors, shades, tints and com- 
plementary mixtures. An invaluable 
help in solving color problems. 
Complete with exslabiinry text ex 
plaining color harmony by analogy, 
contrast and balanced contrast. Sent 
postpaid anywhere for $1.00. Address 


FROOM-EMERY CO., 
535 F St. San Diego, Cal, 























FOR SALE 


Valuable patent for auto- 
matic display machine suit- 
able for window, bank, 
lobby or theatre display. 
Absolutely fool-proof. 


AD-RELATOR CO. 


5 Columbus Circle 
New York City 


FOR SALE—There is only one Window 
Sock for decorators manufactured. It has 
an elastic band taped and sewed in the 
top. Was patented May 20th, 1924. Made 
of heavy fleecelined Jersey cloth. Fits 
over any shoe and can’t slip off. 75c per 
pair; $4.25 one half dozen; $8.00 per dozen, 
postpaid. Order by size shoe worn. 
J. M. WALTERS, M’F’R. 
220 South Benton Way, Los Angeles, Cal. 








300% TO 500% PROFIT 

Our Window Letters and Script Signs are 
easily put up and require no experience. 
All our products are made from genuine 
gold leaf mounted on very high grade tin 
foil. Send for literature, prices and free 
samples. 

CONSOLIDATED SIGN LETTER CO., 

636-Q So. Dearborn St., Chicago, Ill. 


WANTED 


Salesmen selling fixtures and 
flowers to handle a most com- 
plete and fast-selling line of win- 
dow display fabrics. Our liberal 
commission arrangements should 
prove a decided increase in your 
present income. All answers will 
be considered strictly confi- 
dential. 


MENDELSOHN 


Textile Corporation 
156 W. 45th St. New York City 

















SALESMEN 


to sell 
Valances for Show Windows 
Can be handled as 
A Full Line or Side Line 
30% COMMISSION 


Address, “C. O.,” 
Care of The DISPLAY WORLD 


POSITION WANTED 


Displayman and card writer 
with thorough department store 
display experience desires posi- 
tion at once ; now employed, but 
desires change; attractive sell- 
ing displays; five years with 
one firm; good references. 


Address “U. I.,”’ 
Care The DISPLAY WORLD 


SALESMEN 


Wanted by a responsible,  well- 
established display fixture house, 
several experienced salesmen for 
choice territories, who have conf- 
dence in their ability to sell bronze 
bases and stands. Also backed up 
by a complete line of standard fix- 
tures and forms to fit every need 
and price. Prefer full-time men 
for traveling, and will also enter- 
tain part-time men for resident ter- 
ritories. Write 
DAVID SOBELS’ SONS 

143 Grand St. New York City 

















SALESMEN 


To Sell Electric Flash Signs with 
Brass Interchangeable Letters 


Three line sells for $16.50 on the install- 
ment plan, complete with 150 brass letters. 
Every merchant a prospect, as its rich 
appearance helps dress up every window. 
To men with a few hundred dollars and 
capable of selling a sign for $16.50 that is 
worth $75.00 we offer the opportunity of 
securing the exclusive selling rights for 
an item that will give a man or sales 
organization an independent income. 


SPECIALTY PRODUCTS CO., 
Manufacturers and Patentees, 
833 Courtlandt Ave. New York City 








WANTED 


Salesmen selling fixtures and flowers to 
carry our long established, well known 
line of Peerless and Regence Silk Plushes, 
Silk Velours, and other fabrics, specially 
adapted for window trimming. Our 
liberal commission arrangement should 
insure a decided increase in your present 
income. All answers will be considered 
strictly confidential. 


WINDOTRIM FABRICS, INC. 
36 East 21st St. New York City 








WANTED 
Salesmen and Representatives 


Salesmen who are now selling w!!- 
dow display supplies to sell our we!’ 
established line of Silk Plushes, Silk 
Velours and other fabrics adapte 
for window display embellishment. 
Liberal commissions and territories 
will be given upon early arrange 
ment. All answers will be considered 
strictly confidential. 


National Display Fabrics Co. 
7 West 3rd St. New York City 





FORMS FOR JUNE OPPORTUNITY EXCHANGE ADS CLOSE JUNE 5TH 
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| window Trimmers and Fixture Salesmen 
to sell a new Display Specialty, low 
| priced, good profits. Will sell at sight. 
Write 

RETAIL SERVICE COMPANY, 
125 West 42nd Street, New York City 
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| POSITION WANTED—Experienced trim- 
mer and card man with five years’ cloth- 
ing store experience, wants position as 
assistant in large department store. Ob- 


SALESMEN WANTED 


who are now selling for display 
fixture houses, to sell a line of orig- 
inal and exclusive fabrics direct 
from the manufacturers for window 
display. Several choice territories 
now open; house has been estab- 
lished 25 years; an attractive com- 
mission arrangement. Write or call 
if in town. 


ATLANTA, GA., POSITION WANTED 
Display manager and card writer desires 
position with store catering to the better 
or medium class trade; have had thorough 
training in every branch of display work; 
photos of displays and sample cards on 
request; best references; seven years’ ex- 
perience; Southerner; married. Address 
“MAC,” Care of The DISPLAY WORLD 








WE ARE GIVING AWAY 


without obligation, information regarding 
the proper use of color in securing effec- 
tive combinations for window displays, 


ject is to gain experience in all-around 
display work. Married. Prefer middle 
northwest. Address “N. O. D.,” Care The 


DISPLAY WORLD. 107 W. 48th St. 





Maharam Textile Co., Inc. 
New York City 


show cards, and wherever color is used. 
Address “TF. C. €.,” 
Care The DISPLAY WORLD. 














POSITION WANTED—Displayman and 
card writer thoroughly familiar with de- 
partment store and general lines desires 


connection with live wire store in small U 


The Opportunity Exchange 


or large city. Five years’ experience. 
Prefer South or West. Best reference. 


Address “S. M.” 
Care The DISPLAY WORLD 








For Immediate Action 


“DOWN IN DIXIE” 
COURTESY SERVICE 
If in need of a display man, card writer 
or combination man, communicate with us. 
Memphis Display Men’s 
“DOWN IN DIXIE” Association 
Memphis, Tenn. 























Adjust Displays to Dealers’ Needs 
(Continued from page 31) 


his displays to bolster his business and to form a 
component part of his sales program. For this 
reason, if the manufacturer is to secure his coopera- 
ton in featuring wares, the manufacturer’s desires 
must be subordinated to the retailer’s purpose. 

This is a moral which we have learned by hard 
experience and which has influenced our display 
accordingly. We have experimented and _ tinkered 
with the scheme that requires the dealer to pay for 
sles helps. We have enlisted our sales force in dis- 
tributing and placing display material; we have tried 
out most of the “cure-alls” that have been “bragged” 
about, and the results were mediocre. The material 
was as good as could be produced, but the merchants 
were divided, just as the manufacturers are divided, 
into classes, one of which objects to paying for 
something that it believes helps the manufacturer 
more than it does them. Another class wouldn’t use 
ree displays, but as soon as a charge was made for 
the material (and they paid it), up went the cards 
in the windows. And there are other classes too 
humerous to mention. 

Now we operate on an entirely different prin- 
tiple. Each season, as is natural in a line of fabrics 
such as ours, there are many new items brought out. 
Some of these we choose for special featuring in our 
national advertising campaign. Display material 
showing these new items is prepared, with special 
stress laid on the selling points of the new curtain 
or spread. When a merchant is buying his season’s 
tequirements, the display .miaterial and the general 
ampaign is called to his special attention. 

_ Tying up to our newspaper and magazine adver- 
sing is definitely put before the buyer, and the dis- 
ply material shown as the means for a mutually 
proftable tie-up. The wide-awake merchandising 
buyer naturally realizes the impetus given his regular 
‘ales by the infusion of new and stylish items into 
his line. To feature these in his windows, with ap- 
Propriate displays, is to him a natural procedure in 


merchandising. His judgment naturally passes in 
favor of using the help we are offering, not because 
we have a beautiful set of cards, but because we are 
giving him a real merchandising idea that helps his 
sales all through his line. 

The plan appeals to him and he stays “sold.” All 
we have to do is send the material when the goods 
are shipped, and, as his next job is to dispose of the 
shipment as rapidly as he can, the displays are used 
at once. 

Our representatives check up on the dealers re- 
ceiving our material and the results always surpass the 
old-time method of sending beautiful displays which 
did nothing more than take up space, because we 
could offer no specific reason for their use which car- 
ried a cash register urge to the merchant. Now, look- 
ing at display tie-ups through his eyes, we find his 
cooperation instant. 





LARGE CHICAGO DELEGATION FOR SHARON CLUB 


The Sharon Association of Display Men, Sharon, Pa., 
is making every effort to have a large delegation attend the 
June convention of the International Association of Display 
Men. Already eighteen members have arranged to attend 
and the trip will be made to Chicago by motor bus. This 
will afford a novel and interesting trip. 

On Wednesday, April 28, the Sharon Club held a large 
meeting at which seven new members were initiated, bring- 
ing the membership of this live club to a total of forty-two. 
There were thirty-five present at this meeting, including ten 
displaymen from Youngstown, O., who were the club’s guests 
on this Sccasion. A Dutch lunch was served with appro- 
priate refreshments and all had a jolly time. This club is 
having great success and is holding the interest of its mem- 
bers, as is attested by the large attendance at every meeting. 





NEW CATALOG ISSUED BY FRANKEL CO. 


Catalog No. 40, showing and pricing every item of their 
line, has just been issued by the Frankel Display Fixture 
Co. A particular feature is inclusion of wrought iron and 
duo tone styles, the latest in fixture creations. Merchants 
and displaymen can obtain a copy of Catalog No. 40 upon 
request to 493 Seventh Avenue, New York City. 





IMPROVED WINDOWS FOR OTTAWA CONCERN 

A permanent background has been built in the show win- 
dows of the women’s apparel and dry goods shop of Abraham 
Shaffer, Ottawa, Ont., Canada. 
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1100 Per Cent Gain In Sales 


(Continued from page 22) 


business were very gratifying. While we have xq 
actual figures on this particular window, the m: anager 
of this store has advised us that he noticed a distin 
stiffening of demand for the various items advertise 
in this window, and that he started many of his 
favorite customers to using products in which they 
had never before shown an interest. 

There was more value to these window displays 
than just the increased business which they nette 
us. The fact that our windows are attractive and arg 
made alluring by clever displays, is sure to win ; 
certain amount of trade interested by the inviting 
appearance of the store, as exemplified by its windo 
displays. 

A display, such as the fancy goods window or the 
Palmolive exhibit, has an added advantage in tha 
it suggests items that otherwise might not occur td 
the prospect and acquaints him with the fact that the 
store stocks goods which he may be in the habit of 
purchasing elsewhere because he thought it was no 
obtainable at this store. 

In summing up, it may be said that we always find 
a window display a direct stimulant to sales and tha 
results can be expected somewhat similar in line td 
the experiences above, particularly where a store is 
not up to par in the item or items in the display. 





Springtime In New York Windows 
(Continued from page 32) 


corner of a lawn with grass underfoot, with swings and gree 
wicker furniture, a sun dial and a bird fountain. The table 
was set with dishes of green and parrot red. The parrot red 
touched also the decorations of the swing, and the parro 
himself sat on the edge of the fountain. Auto rugs and other 
outing accessories suggestive of the automobile trip weré 
displayed by Macy’s against the background of a greet 
rattan screen and conventionalized evergreen trees set in thé 
corners right and left. 

Lord & Taylor’s achieved something this month in the 
way of a baby window that kept the women folk lined tw4 
deep outside the glass, calling it “darling!” The windo 
was simple, too. It showed an immense barrel, staved | 
blue and white satin ribbon, tipped forward on a pink chiffon 
draped stand and brimming with pink and white baby bon 
nets. Pink chiffon, over a screen, made the background; 
mammoth blue and pink satin bow on the left side of thé 
barrel caught on its flowing ends a bonnet or two, spilt from 
the barrel. Blue and white bonnets were used on the stan 
and on the floor, contrasting with the pink. 

Lord & Taylor's also achieved something out of the ordi 
nary in a man’s window. Somehow, by knotting blue am 
white polka dot ties into collars, and combining them if 
groups with light hats and pigskin gloves and walking stick 
the whole effect was breezy and debonair and full of actio 
Hard to tell what did the trigk, but the spread of the glov 
fingers and the angle of the walking sticks, as well as th 
knot of the ties, helped. A swirl of polka dot silk, an exa 
match to the ties, used as a drape over the edge of a r¢a 
table, emphasized the unity of the window and contribute 
action through its line. 

A window of spring hosiery, Lord & Taylor’s agai, fea 





















tured the new shades thus: A large cardboard disk agaits 
a draped background of tan and green was divided int 
. segments for the months, each month marked with its domi 
nant fashion, as “La Mode” for February, 
“Finesse,” 


“Charm” {0 


March. indicating the April shade, etc. 
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and Artistry of This 


The use of fabrics has staged a real 
come-back—you limit your oppor- 
‘tunities for success and advance- 
ment without a working knowledge 
of display draping. 


The Art. of 


DRAPING 
By Jerome A. Koerber 


This book is a complete, modern and prac- 
‘tical text and reference book on the sub- 
ject of mercantile and display draping. It 
covers the subject thoroughly, comprehen- 
sively;and authoritatively, and is profusely 
illustrated with diagrams, pen drawings 
and photographs, 

The contents-of this book is a revelation, as it comprises the experiences 
of a life spent in the execution of original and artistic display settings 
by the country’s foremost draping authority. 


It is written in a way to be of equal value to the student or professional. 
It tells you just what you want to know, just how to make the popular 
drapes so essential to modern display presentation, how to handle fabrics 
without injury or soiling, goes into detail on how to proceed, shows by 
diagram the various steps, and then illustrates the finished drapes by 
actual window photographs. 

Substantial cloth binding, 128 pages—size, 7144x10%. Order your copy 
now. It will prove invaluable as an instructive guide or reference book. 


Remember that the opportunities in any specialized calling depend upon 
one’s intimate knowledge of the art and skill involved therein. Draping 
is a prime essential of modern window display embellishment, whether 
or not you have availed yourself of its advantages in your own display 
work. Therefore, enedavor to learn the principles of the draping art, 
because you may be called upon at any time to incorporate it into your 
own work. Jerome A. Ko*rber knows his subiect and imparts: it intelli- 
gently, simply and thoroughly through his book, The Art of Draping. It 
should be available at all times for study and reference, and you can 
have your own copy at the very nominal cost of $3.00. : 
Thousands of copies have been sold, and there is every reason to believe 
that this book has been instrumental in the great revival of display 
draping. Every displayman-decorator will find the ownership of this 
book a profitable, educational and permanent investment. 


Profit by the Experience 
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CONTENTS 


The Fundamentals of Draping. 


Fixtures—What They Are and Their 


Importance. 


How Records Are Kept in Display 


Department. 


Efficiency in Decorator’s Room. 
General Knowledge of Merchandise. 


The Structure of Drapery. 
Ornamentation of Drapery. 


Importance of Color and Color Har- 


mony. 


A Chart of Colors and Combinations. 
Combining Colors by Use of Color 


Chart. 


Some Pertinent Advice. 
Errors to be Avoided. 


Draping Examples Illustrated and 


Described. 








The book is sold with the strict undertsanding that if not satisfactory it may he returned and your money will be 


promptly refunded. 


It must make good. to your satisfaction, so you are taking no chances. 


Price $3.00 Postpaid 


ORDER NOW! 


ORDER BLANK > 








The Display Publishing Co. 


Publishers 


1209 SYCAMORE STREET 
CINCINNATI, OHIO 


Name.... 
Address.... 


Gentlemen: 


THE DISPLAY PUBLISHING CoO., 
1209 Sycamore Street, Cincinnati, Ohio. 

Enclosed find money order for $3.00 for 

one copy of KOERBER’S ART OF DRAPING. I may 

return the book within five days if not satisfactory and 

my money will be refunded. 


Use attached order blank. 














_MONEY BACK IF NOT SATISFIED _ 
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Yvonne Renet et Cie 


bring to America 










Parisienne 


Millinery 
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Display 





Cherie H Ca d Sy adelon 


Direct from Paris 


French in every detail, the 
Yvonne Renet et Cie Display 
Heads are now available to 
the smart Millinery Shoppes 
of America. Of composition, 
in all the chic French color- 
ings, 21 inches high, in just 
the correct head size for, dis- 
Celeste playing the newest modes. Y vette 








Offered Exclusively in North and South 
America for Immediate Delivery by 


The Adler-Jones Co. 
649 So. Wells Street as ‘24 CHICAGO 


a 


LLL i 


















































